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o COUNTER 
© LIMELIGHT 


YOUR PRODUCT’S SALES 
WILL FEEL AN IMME- 
DIATE STIMULUS FROM 
CLOSE CONSUMER- 
CONTACT. NO DEALER- 
AID SO FORCEFULLY 
ACCOMPLISHES THE 
EFFECT: “INTO SIGHT 
INTO MIND”, AS DOES 
A COMPELLING COUNTER 
DISPLAY OR CONTAINER. 
LET US SUGGEST A 
MEANS OF BRINGING 
YOUR PRODUCT INTO 
THE FRONT RANK OF 
PUBLIC ATTENTION. 


Brooks & PORTER 


Inc. 
304 HUDSON ST., N. Y. 
WALKER 55-9494 


CREATIVE STYLISTS 

AND MANUFACTURERS 

OF FOLDING CARTONS, 
COUNTER AND 
WINDOW DISPLAYS 
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Pa. perfected and pioneered the two-shell (S T) cap. Thus, it 
follows that they should perfect and pioneer its next important improve- 


ment: The Diamond Kuur'l. 

The Diamond Kuurl gives new appearance to the plain straight-sided 
metal cap, provides a more secure grip for moist fingers when removing 
or reapplying, and is the first definite improvement in two-shell cap cen- 
struction since its inception. 

All bottle sizes of the S T Cap may be supplied with the Diamond Knurl, 
of course, at option of customer. There is no extra charge for this fea- 
ture. Samples, prices and information at either our Chicago or Brooklyn 
Offices. 


PHOENIX METAL CAP CO. 
METAL CAPS FOR GLASS PACKAGES 


OFFICES: Chicago, 2444 West Sixteenth Street; Brooklyn, 3720 Fourteenth Avenue; Philadelphia, 

1601 Fox Theatre Building; Boston, 131 State Street; Cleveland, 1109 Guardian Building; Cincinnati, 

901 American Building; St. Louis, 5820 Itaska Street; San Francisco, 200 Davis Street; 
Los Angeles, 765 Stanford Avenue. 
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The August issue will be the Gift and 
Holiday Number of MODERN PACK- 
AGING and will feature illustrations 
and descriptions of packages, wrappings 
and displays which have been designed 
especially for gift and holiday sales. 


Do not fail to read this month's install- 
ment of "Package Identification and 
Protection'’ on page 25. The question 
of what constitutes ‘premiums’ is an 
important one and is ably discussed, by 
Mr. Fawcett, from the standpoint of the 
package user as well as the manufac- 


turer. 


The front cover color illustration shows 
a group of cartons, used by nationally 
known manufacturers and _ furnished 
through the courtesy of The Richardson 
Taylor-Globe Corporation. 
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OPPORTUNITIES AHEAD! 


for those who are prepared 





The signs of business recovery are many. Plans long dormant 
are being translated into action. But only those prepared for 
the demands of a new era ushered in by the National Industrial 
Recovery Act will survive. The situation calls for courage, 


aggressiveness, foresight. 


Redington can be of definite help to you. By building pack- 
aging machinery to take care of increased sales, new package 
design, improved plant layout. By delivering those machines 
promptly to avoid expensive production delays. By getting to 
you ahead of competition the most complete and perfect carton- 
ing machine or Cellophane wrapping machine ever built, capable 


REDINGTON MAKES of almost any practical speed. 





Why not find out now what Redington can do for you? It 


*Cartoning Machine F ' ‘ 
seine tieieania nai is more than likely that we can help you in your plans. Send us 


*Cellophane Wrapping a sample of your product, a few words about your problem. 
Machines That’s all we need. 
* Adjustable Carton Sealing 
Machines “If It’s Packaging—Try Redington First’ 
*Special Packaging F. B. REDINGTON CO., (Est. 1897) 
Machines 110-112 So. Sangamon St., Chicago, III. 





REDINGTON 


| Packaging 
Machines 


Economical for Packaging - Cartoning - Labeling - Wrapping 
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Cicero said a Mouthful 


Ze ‘Nothing Common Can 


cz Seem Worthy of you.” 


CICERO TO CAESAR 

























The old Romans used to get off a good 
one now and then. Cicero pulled that 
one some 1970 years B. M. (before 
Mussolini) and the Old Boy said quite 
a mouthful. 
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Leaders must protect their position by 
avoiding the commonplace. 








High grade food products must have 
more than ordinary protection if lead- 
ership is to be maintained. We prize 
our great list of distinguished custom- 
ers as proof that KVP Protective 
Papers are worthy the finest reputa- 
tions. 


frit 


Genuine Vegetable Parch- 
ment, Waxed, and Grease- 
proof Papers. Let us study 
your needs. 











KALAMAZOO VEGETABLE PARCHMENT CO. 


PARCHMENT (KALAMAZOO COUNTY) MICHIGAN 


AVP ekpens-- 
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HOLDING "=: MIRROR 


UP TO 


MERCHANDISE 


MAGINATION is the real point of sale. 


Before the purse strings loosen, 

an image must form in the mind 
and an urge in the heart—both so 
compelling, so appealing that they 
overcome competing effort and master 
buying resistance. 

Today’s merchandising demands an 
approach to extensive territories, to 
many buyers. In this selling approach, 
merchandise cannot always be on the 
ground to tell its story in person. 

Words, no matter how descriptive, 
cannot paint an adequate picture. Be- 
sides, the appeal must be made to the 
eye. Economical and successful selling 
dictates, therefore, that a piece of fur- 
niture, a fabric, a package, or a motor 
car must be transmitted to buyers by 
proxy — by a printed reproduction 
which mirrors the real qualities and 
beauties of the original. 


The pages of modern magazines 
and other commercial printing present 
an array of such proxies, each striving 
through pictorial beauty of design and 
rich color values to gain a foothold in 


the consciousness of readers. 





| 
IN DBESPENSGSABE 


i= TODAY’S 
SELLI™G 


In these printed reproductions intended to 
reflect the intrinsic merit, the feeling of 
utility or elegance, which emanates from the 
original subject, ink is a vital element. Ink 
is synonymous with color, and in the process 
of reproduction is the final realization of all 
preceding thought and skill. The artist may 
catch the spirit of beauty in a product, the 
etcher may reflect it in his plates, but ink 
makes it a substantial reality. The portrayal 
power of ink enables printed matter to hold 
a true mirror up to merchandise so that qual- 
ity and beauty may be displayed to millions. 

The power of ink to tell and to sell, has 
made the printing business a factor in mer- 
chandising. It has likewise made the ink 
business an important factor and given a real 
mission to ink makers. Not only the printer 
and engraver, but every one interested in 
merchandise illustrations can consider our 
organization a reinforcement to his effort. 

Our approach to ink problems is based 
upon an understanding of the aim of the 
pressman, the engraver, the artist—even the 
manufacturer. Through our contact men a 
modern ink intelligence is yours for the ask- 
ing. Use it regularly. Also ask for our in- 
formative printed matter. It will suggest 
new ink possibilities. 


FOR ALL PAPERS 
ALL PURPOSES 
ALL COLOR EFFECTS 





THE INTERNATIONAL PRINTING INK ff 
CORPORATION : 


75 VARICK STREET NEW YORK CITY 


B hes in the following cities: Atlanta, Baltimore, Battle Creek, Boston, 

Buffalo, Chicago, Cincinnati, Cleveland, ‘Dallas, Detroit, Houston, Indian- 4 

apolis, Kalamazoo, Kansas City, Los Ange'es, Mil h 

Nashville, New Orleans, New York City, Philadelphia, Richmond, 
Rochester, St. Louis, St. Paul, San Francisco 











..to WHITE 
FLEXIBILITY that saves time and money 


From black to white and white to black— production switches from one to the other 
in the plant of the Chieftain Mfg, Co. of Baltimore who make, among other products, 
black and white Color-Shine Shoe Cremes. Yet in their plant they fill and cap both 
these products on one machine —the Pneumatic Capping and Filling Machine which 





has been especially arranged to handle changes in colors and containers as fast as they 


are needed to keep pace with production and orders. 


Pneumatic equipment again proves the time- and money-saving value of its greater flexi- 
bility and greater adaptability to changing requirements and conditions. Change is the 


PNEUMATIC MACHINES 


Carton Feeders—Bottom Sealers—Lining 


. i j j illi j it j Machines—Weighing Machines (Net and 

keynote of today’s manufacturing and this Pneumatic Filling and Capping unit is Gross) = Top Sealers = Wrapping. Ma 
‘ ‘ . chines ight a ax)— Pp ° 
specially designed to meet it. chinagr~h deling Maaiiame~Ualaiie Fill 


ing Machines (for liquids or semi-liquids) 


Pneumatic equipment keeps pace with the time, anticipates trends to protect your in- matic Cop Feeding Machines Bal 
acnines. 


vestment. It is the choice of manufacturers who look forward, who consider tomorrow's 
costs and problems as well as today’s. Write for detailed information on Pneumatic 





Machines to meet your needs. 


NEUMATIC SCALE 
ACKAGING MACHINERY 


PNEUMATIC SCALE CORPORATION, LTD., 71 NEWPORT AVE. 
QUINCY, MASS. (NORFOLK DOWNS STATION) 


Branch Offices in New York, 117 Liberty St.; Chicago, 360 North Michigan Ave.; 
San Francisco, 320 Market St.; Melbourne, Victoria; Sidney, N. S. W., and 
Trafalgar House, No. 12 Whitehall, London, England 
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Stecbstrapr 


prescribes 


for 
CARTON 


SHIPPERS 


Here is the speedy 
new Acme Steel- 
strapper, apply- 
ing Steelstrap to 
fibre boxes of pork 
loins on a fast 
moving production 
line. 


Quick Strarping of 
small packages to- 
gether into safe, 
conveniently 
handled bundles is 
a simple matter 
with the Acme 
system. 


MONG the many cases which | have diag- 

nosed were any number of corrugated and 

fibre box users, all of whom had entirely over- 

looked the fact that Steelstrap can be of just as 

& much help to them as it has been for years to 


Mail this coupon shippers of wooden boxes and crates. 


for a copy of ———~.—JM%  Steelstrap reinforces heavily loaded containers 
My STRAP-BOOK TT against bulging— it increases carrying strength sev- 
eral hundred per cent —it prevents pilferage. 


' ACME STEEL COMPANY, 9843 Archer Avenue, CHICAGO | And it is the most efficient system for bundling 
small packages that ever has been developed. 


My STRAP-BOOK tells all about it. The coupon 
will bring you a copy without the slightest obliga- 


tion. Send for it today. 
Doc. Stechetrafa 
ACME STEEL CUMPANY 


General Offices: 2832-40 Archer Ave., Chicago (SAY &. Branches and Sales Offices in Principal Cities 


= Ap BOOK Doc. Steelstrap: 


sik 
My Ses Without obligation, send your 


STRAP-BOOK to 
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Wrap your Christmas 
box with holly berry and 





pine for a fresh and 
smart Christmas in the tradi- 


tional American manner. 


See "Christmas Prints'’ by Dejonge 
for smart suggestions for Christmas 
box wraps. Sample book or work- 


ing sheets upon request. 





LOUIS DEJONGE & COMPANY 


| NEW YORK PHILADELPHIA CHICAGO 





OU are about to see one of the most dramatic 

advances in the technique of merchandising 
any of us has witnessed in the past decade. It 
will occur in the field of packaging. 


The package changes of the past few years— 
opening new markets, revitalizing old products, 
sweeping new products to prominence—were 
only the briefest prologue. Now the curtain rises 
on the play itself. 


Much has been learned about package design. 
Much hes been learned about the consumer. The 
package of the future will win sales not by lavish 
embellishment (which is costly) but by sheer effec- 
tiveness (which can be cheap). It will win sales 
by being designed for the consumer, rather than 


AMERICAN CAN terry 


250 PARK AVENUE 








the manufacturer. It will be a highly competitive 
sales weapon, rather than a production detail. 


Have you judged your package by tomorrow’s 
standards—convenience to the consumer, suita- 
bility to the product, merchandising power, 
design? Are you familiar with the packaging 
opportunities in your field? No group is better 
qualified to analyze your present package, or to 
point out opportunity, than the company whose 
leadership has brought about much that is hap- 
pening now. One word from you will bring Canco 
knowledge and experience and vision to you 
without obligation or cost. Your package may 
need no change. It may already be equipped for 
the future. But that, too, is worth finding out. 


e NEW YORK 
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FIOR GREATER SALES 





THAT ATTRACTS 


Retailers always give preference to those packages and displays that are built to meet 
their needs—those possessing enough attraction-value to make shoppers stop—look—- 


and buy. 


The retailer is selfishly interested in creating a larger demand for the products he 
carries in stock, because it means speeding-up turnover, and thus increases his profits. 

Attractiveness. however, is only one of the essentials of a successful selling display. 
Of equal importance are: economy of space; sufficient sturdiness to be safely handled and 


shipped: and ease and readiness of opening and setting-up the display. 


R-T-G designed displays and packages utilize all selling factors and are being used 


with great success in the profitable merchandising of many nationally-known products. 
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THAT CONVINCES a Ve Oe = ee 





Each of the cartons and display containers, shown above, was designed with a specific 
purpose in mind—to build added value in the product, encourage open display and thus 
facilitate sales. 


The R-T-G organization embraces a complete staff, trained in retail merchandising 
—a staff whose chief business is that of assisting manufacturers to get their products 
SEEN. WANTED and BOUGHT, through the use of distinctive folding packages, display 


and dispensing containers and die-cut displays. 


If you are interested in improving your package, and increasing your sales through 
greater open display. invite an experienced R-T-G packaging representative to advise with 
you. Such an invitation may reasonably open up some profitably interesting possibilities 
for you. 
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7 are the offspring of 
—‘* EXPERIE NCE 


is that which fortifies us to meet each 

and every varied condition in the most practical and 
intelligent manner. 

’ “* 


To attempt to use theory without intelligence is to pro- 


te foll d failure. 
mote folly and failure x 








The life time of experience of men and women who 
have created many of the leading packages is offered 
to you in a free analysis of your present packages — 
labels — wrappers or cartons. “ 
An unbiased study will be made by those trained by experience 


to know what the modern sales appeal must be. Their opinions and 
recommendations are yours for the asking without obligation to you. 
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GLAZED CHINTZ PLAID 


A line of Fancy Box Paper, produced by the 














Hampden Mills at Holyoke, to meet the present 


demand for an attractive Plaid Box Covering. 


GLAZED CHINTZ PLAID, made in many outstand- 
ing color treatments, presents an opportunity to 
redecorate your package in a way to attract the 


buyer’s most favorable comment. 


Sample sheets are ready for your use. Just address 
your request to the manufacturers - - - Hampden 


Glazed Paper & Card Co. - - - - Holyoke, Mass. 











Today’s Key to Greater SALES 


@ There is no doubt that in products that women buy, 
STYLE means SALES. Women cannot imagine a product 
that is contained in an out-of-date, “1893” package as be- 
ing a modern, effective product. The quality of the con- 
tainer reflects the quality of the product. 

Owens-Illinois furnishes the key to package smartness. 
The spirit of today is designed into the great variety of 
Onlzed containers. Here among brilliant, crystal-clear 
examples, you can easily find the ideal 
package for your product. These contain- 
ers in combination with Owens-Illinois 
new applied color process are made even 
more interesting and individualized by 
treatment in pastel and other shades. 
Write for further information. Owens- 
Illinois Glass Company, Toledo, Ohio. 


~ Onlzed » 


PHARMACEUTICAL ANo 
PROPRIETARY WARE 




































We invite you to see the 
interesting exhibitinthe 
Owens - Illinois Glass 
Block Building at ‘‘A 
Century of Progress”. 







Shown here is but a small portion of the 
many attractive containers Owens-Illinois 
is able to furnish on short notice. 


OWENS-ILLINOIS 


1873 ¢ SIXTIETH ANNIVERSARY © 1933 
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MOTOR OIL 


CERTIFIED w=» GUARANTEED? 








WAX 


A ON da 
FOR SALES STIMULATION 


@ These are days in which products, prices, distribu- 
tion and merchandising plans are undergoing severe 
readjustment. Packages, as never before, are being 
called upon to doa real ‘point of purchase”’ selling job. 

Unquestionably, we are in an era of package mer- 
chandising. Newer and better packaging is the new 
selling force of today’s business. 

With the tremendous advances in packaging and 
design, made during the past year, your products may 
be severely handicapped. If you are at all skeptical as 
to whether there is a package better qualified to sell 
f) e your products—check with Continental. Let our De- 

‘ velopment Specialists, our Designers, our Lithography 
Y// 4 Yi X Craftsmen and others with a ‘‘Packaging to Sell’ 
7 \ background of 29 years’ experience give your packages 

‘ a thorough going over. 
THM WW \ Their suggestions will cost you nothing, yet may 
Roa mean much in helping to stimulate your sales. DEsion 





DEVELOPMENT 


CONTINENTAL CAN COMPANY, INC. 


NEW YORK CHICAGO SAN FRANCISCO 
100 East 42nd St. 111 West Washington St. 155 Montgomery St. 


“IT’S BETTER PACKED IN TIN’? 


12 MODERN PACKAGING 











~ MOTOR 
A 


| JA 
B PENNS YL VAN iy 





























IN DEVELOPING NEW PACKAGES OR 
MODERNIZING OLD ONES... . 


ee ere Continental’s Specialists in the Development of New Packages and 
in Packaging Design, have built an enviable reputation in helping 
manufacturers to find either an entirely new package or in improv- 
ing present containers. Among the outstanding merchandising 
successes of today, you will find many Containers by Continental. 
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Salies Enviting 


modern EDisplayers 


are created of Bakelite Materials 


~ AYTEES and glassware — 

watches and perfumes, these 
are but a few of the products being 
displayed in a sales compelling 
manner with the aid of Bakelite 





Materials. 

Extremely modern in conception, 
the Gaytee display is an effective 
combination of gleaming chromium 
and lustrous black Bakelite Lam- 
inated. The circular display stands, 
the platform for the animated 
dancing figures, and the vertical 





panel at the back are of Bakelite | Booklet 8C, “Restyling the Con- 
Laminated. This same material also tainer to Increase Sales”. 

is used for the unusual displayer ) 

Don't miss the Bakelite Exhibit when you 


for Gruen watches. 
visit the Century of Progress Exposition. 


The counter displayer and sampler 
for Roger and Gallet perfumes, and 
also the displayers for glassware sug- 
gest the opportunities that Bakelite 
Molded affords the designer to 
originate attractive and practical 
displayers. 

Bakelite Materials are available in 
a wide variety of colors, allowing 
the designer wide leeway in produc- 
ing novel effects. To learn more 
about these materials, write for 





......43 East Ohio Street, Chicago, III. 


Street, Toronto, Ontario, Canada 


BAKELITE CORPORATION, 247 Park Avenue, New York, N.Y....... 
BAKELITE CORPORATION OF CANADA, LIMITED, 163 Dufferin 





nemenco! ge tor inady. oF unlimited quantity M rymbolizes the faite 


“The registered trade marks shown obove distinguish moterion 
a number of presen! ond tvivre weet of Bateire Corporemen » prodeat? 


by Bebclite Corporation. Under the copitel “SB” is the 


THE MATERIAAE OF ATHOUSAND USES 


14 MODERN PACKAGING 





s 


SRdgine 

















the 
POINT-OF-SALE 
| SELLING POWER 
: of your Carton 


H 


MASTER METAL UNIFOIL 























MASTER METAL 
UNIFOIL CAR- 
ese T: \ , TONS are unsurpassed for 
=i’ | Pir power to attract and hold 

| eye, as well as suggesting 

ality for the product they con- 




















"eS ' age ‘St product and package this point- 

antage. Secure free samples and 
comprete information about MASTER 
METAL Unifoil Carton packaging to- 
day! Write to Dept. MP-4. 


REYNOLDS METALS CO. 


INCORPORATED 


541 West 25th St., New York, N. Y. 
1249 So. Campbell Ave. 345 Ninth Street 


AS AILH IN TPPEARANCE AS BRICHT SILVER OR COLD Chicago, Ill. San Francisco, Calif. 














Sales Enviting 


modern EDisplayers 


are created of Bakelite Materials 




















AYTEES and glassware 

watches and perfumes, these 
are but a few of the products being 
displayed in a sales compelling 
manner with the aid of Bakelite 
Materials. 
Extremely modern in conception, 
the Gaytee display is an effective 
combination of gleaming chromium 
and lustrous black Bakelite Lam- 
inated. The circular display stands, 
the platform for the animated 


dancing figures, and the vertical 





panel at the back are of Bakelite | Booklet 8C, “Restyling the Con- 


Laminated. This same material also tainer to Increase Sales”. 
is used for the unusual displayer © 
for Gruen watches. Don't miss the Bakelite Exhibit when you 


u visit the Century of Progress Exposition. 
The counter displayer and sampler y of Progress Exposition 


for Roger and Gallet perfumes, and 
also the displayers for glassware sug- 
gest the opportunities that Bakelite 
Molded affords the designer to 
originate attractive and practical 









displayers. 





Bakelite Materials are available in 
a wide variety of colors, allowing 






the designer wide leeway in produc- 
ing novel effects. To learn more 
for 








about these materials, write 









BAKELITE CORPORATION, 247 Park Avenue, New York, N.Y.............43 East Ohio Street, Chicago, III]. 
BAKELITE CORPORATION OF CANADA, LIMITED, 163 Dufferin Street, Toronto, Ontario, Canada 
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POINT-OF-SA 
SELLING POW 
of your Cart 


MASTER METAL UN 








+ remarconcmstempama , MASTER METAL 
ma ==:- se UNIFOIL CAR- 
i ~ Sj TONS are unsurpassed for 
; ; = their power to attract and hold 
the human eye, as well as suggesting 
superior quality for the product they con- 
tain. 
Give your product and package this point- 
of-sale advantage. Secure free samples and 
complete information about MASTER 
METAL Unifoil Carton packaging to- 
day! Write to Dept. MP-4. 


REYNOLDS METALS CGO. 


INCORPORATED 
541 West 25th St., New York, N. Y. 


1249 So. Campbell Ave. 345 Ninth Street 
Chicago, Ill. San Francisco, Calif. 

















tvlé PACKAGES DESERVE 


FINE CLOSURES 


SERVICE 


» EFFECTIVE SEALING ®SUITABILITY FOR 
PRODUCT ® EASY APPLICATION # EASY RE- 
MOVAL » BEAUTIFUL DECORATIONS » DE- 
PENDABLE SUPPLY ® NATION WIDE SERVICE 


TO OBTAIN THE RIGHT 
CLOSURE FOR YOUR PRODUCT 


Cel OAS) NE 


oes 


WORLD'S LARGEST MAKERS OF 


CLOSURES FOR GLASS CONTAINERS Qi: 
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Products that carry this 
distinguished name must 
be right in every detail. 
Crown Screw Caps, with 
the Deep Hook Shaped 
Thread are the choice of 
Standard Brands because 
they best fulfill every 
requirement in the seal- 
ing of these handsome, 
modern packages. 


Let us show you the 
meaning of C.C. &S. 
service and the true 
economy it provides 
in obtaining closures 
that best fulfill your 
sealing requirements. 


Keer oF itntagacsted 


all i the CAP 
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N the last two decades American life has 
changed radically—it has speeded up in every 
sense—business has had to change equally 
fast. With markets constantly shifting, with 
the automobile, radio, talkies, prosperity and depres- 
sion, with 1,500,000 new consumers every year in the 
national market, merchandising has been transformed— 
change is the great competitor—consumption has _ be- 
come paramount. 

While our modern chain store is a far cry from the 
old-fashioned general store, after all it is simply in- 
dicative of the wide change that has taken place among 
our people, brought about by greater educational op- 
portunities, the benefits of travel, reading. increased dis- 
crimination in buying and new standards of living as 
the result of the industrial development of America. 

The tempo of modern merchandising has been greatly 
accelerated. Competition is rife on ali sides and from 
all quarters. Retail store planning, methods of open 
display, stock control and turnover are all subjects 
with which progressive retailers are familiar. Through 
the medium of attractive window displays of needed, 
seasonal or tempting goods, passers-by are converted 
into customers. Partly through experience, but more 
through specific information available to him by means 
of trade associations, Governmental bureaus and sup- 
ply manufacturers, the dealer has graduated from the 
neighborly storekeeper to an alert business man, as 
well as a student of psychology, not only meeting but 
anticipating the needs and desires of his customers. 

If a package moves from the 
dealer’s shelf today, it must sell 
itself! If it fails to do its own 
selling job, competitive packages 
crowd it out. Flowery decora- 
tions, artistic embellishments, 
sundry gold medals and extrava- 
gant self-praise are all done away 
with. The modern package is 
stripped for acticn! 

The daily experience of women 
going into a store to buy pink 










stimulating _ sales, 





Designed with a complete 
knowledge of facts, packages 
become practical selling tools 


thimbles or a card of buttons and coming out with 
new dresses, gloves, stockings, household furnishings or 
luxury goods that run into worthwhile volume is not a 
matter of magic. It is just plain salesmanship on the 
part of the dealer in properly locating and displaying 
his merchandise. 

A study of hundreds of packages that have proven 
to be admirable profit builders reveals that their suc- 
cess was due to the fact that they overcame the-point- 
of-sale competition of other similar products and were 
seen, wanted and bought. Thus the three major func- 
tions which the package must perform are: 

1. It must arrest attention and instantly estab- 
lish its own identity. 
2. It must develop interest and stimulate it to 
the buying point. 
3. It must prove satisfactory in use, firmly 
establish the brand name and encourage re- 


purchase. 
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In establishing identity and 
packages 2. Encourage its open dis- 
such as these create sales 





Any package, no matter 
how beautiful or what it cost, 
that fails to accomplish this 
triple objective is unduly ex- 
pensive, and cannot hope to 
long exist in the daily com- 
petition it is forced to face. 
Modern package design 
seeks to 

1. Make the product more 

readily seen and attrac- 
tive to the consumer. 


play and facilitate its 
sale by the retailer and 
his clerks. 

3. Open new and added 
opportunities for mak- 
ing sales and profits to 
the manufacturer. 

The experiences of success- 
ful merchandisers during re- 
cent years prove that there 
are definite reasons why the 
time, money and effort they 
have spent on the re-design- 
ing of their packages have 
proved profitable : 

1. The Quality of a Prod- 
uct Is Judged by Its Package. 
A properly designed package 
therefore has a definite sales 
appeal. In the case of foods, 
this may be convenience, ap- 
petite or cleanliness; with 
cosmetics, adaptability to in- 
dividual types; with per- 
fumes, distinctiveness. Usual- 
ly it is utility, plus beauty. 

2. The Package 1s Its Own Advertisement at Point- 
of-Sale. At the all-important moment when the cus- 
tomer is in the store, the package must advertise itself 
firmly and decisively. The message that it delivers must 
therefore be brief, inviting and sales-compelling. 

3. The Package Gives Distinction Among Standard- 
ized Products. As the perfection of production ma- 
chinery and methods tends to make competing products 
alike, the burden of giving distinction to one particular 
brand is achieved through the package design. It has 
frequently been noted that similar products, differently 
packaged, may vary widely in the sales and_ profits 
they are able to produce. 

4. The Package May Be the Keynote of the Sales 
and Advertising Story. Since moving the package is 
the ultimate objective of the entire sales drive, the pack- 
age may often be profitably made the center of interest 
in sales promotion, furnishing the dominant note in the 


selling message. 














5. Package Family Resemblance Enabies Product 
Leaders to Carry the Line. Through properly designed 
packages, all bearing a family resemblance, it is possibie 
to help the lesser known products to gain popular ac- 
ceptance and favor on the reputation of the similarly 
packaged leaders. 

There was some reasonable excuse for the pioneers 
in the packaging field to develop packages, for the most 
part, from the viewpoint of the manufacturer’s pro- 
duction department. They had little to guide them. In 
most cases demand exceeded the available supply. Con- 
sumers showed little discrimination, usually being con- 


tent with products they could easily get. The only 


study or research attempted was safely within the four 
walls of the manufacturer’s office or factory. 

But with the present production facilities of the coun- 
try greatly surpassing the ability of consumers to buy 
and use readily-available products the situation has 
changed decidedly. Costly experience has amply demon- 
strated that many a perfectly grand looking package 
exhibited on a broad expanse of mahogany desk or con- 
ference room table loses all of its appeal and pulling 
power when surrounded by rival brands en a dealer’s 
store shelf. 

Supposing the new or re-designed package is beauti- 


ful, flattering to the manu- (Continued on page 45) 


Photos by Rehnquist 








JULY, 1933 








THE HOUSE THAT 
PACKAGES BUILT 


by ae c. at Ge ee 


NE is inclined to make use of superlatives 

when speaking of Salada Tea. To begin with, 

the building which houses the activities of the 

Salada Tea Company in Boston, Mass., is the 

largest building in the world devoted exclusively to 
the merchandising of tea. Architecturally and in its 
appointments and furnishings this building is of sur- 
passing beauty. From the great bronze doors at the 
main entrance, exquisite in design and representing the 
history of tea culture, one enters the spacious recep- 
tion hall and lobby wherein are displayed unequalled 
examples of Oriental art—Cloisonne ware, bronzes, 
pottery, cabinets and rare pieces of beautiful and in- 
tricate oriental sculpture. This same touch of “art in 
industry” is likewise evident throughout the various 
offices. The visitor feels, with all of these surround- 
ings that here indeed is a fitting tribute to a great and 
successful business that has been built from packages. 
In 1892 when the late Honorable Peter C. Larkin 
founded the Salada Tea Company, Inc., he conceived 
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One of the four tea bag units at the 
Boston plant of Salada Tea Com- 
pany 


the idea of selling fine quality tea to the public in 
sealed metal foil packages. He took the melodious 
name of an obscure South Indian tea plantation and 
set out to conquer the tea market with the principles 
of “quality first,” “service” and “newspaper adver- 
tising.” From the start he guaranteed every pack- 
age to wholesalers, retailers and consumers alike, sub- 
ject to refund or replacement at the company’s expense. 

To obtain a complete picture of the extensive produc- 
tion operations which take place in this modern plant 
the visitor should commence his sight-seeing on the 
eighth floor where the blending of Salada tea begins. 
Here the metal lined chests, packed with tea from the 
high hillside gardens in Ceylon and India, are opened 
by white-gloved workers and poured into hoppers in 
accordance with predetermined formulas. During this 
operation, part of the dust is removed by fans and 
each blend then flows by gravity to the lower floor 
where it is cut or sifted, and again the dust is mechani- 


cally removed. From hoppers the tea is then fed to 














the blending drums situated on the sixth floor. 

Each of these revolving drums has a capacity of 
4,000 Ibs. of tea, and moving at a slow rate mingles 
and thoroughly mixes the blend when it flows by gravity 
to glass storage tanks or reservoirs on the fifth floor. 
Here the uniformity in the blends of each brand of tea 
is assured and maintained, for the distribution of the 
supply in each tank is made by means of inside and 
outside hoppers. And again the dust is removed. From 
these storage tanks which are, in appearance, glass- 
lined rooms, the various blends are drawn off, as re- 
quired, to hoppers that feed directly to packaging units 
on the fourth floor. 

Each of the machines used in the assembly of the 
various sizes of the foil wrapped packages consist of a 
compact unit assembled in one frame with a labeling 
machine attached to and directly connected with the 
From the hoppers, fed from the floor 
above, the tea flows through net weighers and _ fillers 


packing unit. 


where the required, and exact, amount is delivered to 
the packing machine. The latter has two rotors. 
Aluminum foil is taken off a roll, cut to size and 
formed around the blocks of the first rotor, making a 
longitudinal seam, which is generally known as the 
“drug store” fold. The bottom of the package is also 
formed on this rotor. Then the one-end-open package 
shell is taken off the block and transferred to the sec- 
ond rotor, a card being first put at the bottom inside of 
the shell. The tea is filled in and gradually shaken 
down by agitators. Another card is placed on top of 
the tea, the package top is folded over and the filled and 
closed package is discharged to a conveyor which car- 
ries it to the labeling machine. The labeling unit auto- 
matically applies glue to the long narrow label and 
places it around the packages which is then conveyed 
to the packing table. 


The special features of the equipment described are 














General view of part of packaging floor showing hand pack- 
ing in shipping cases 


that the entire assembly of the package is made in 
small floor space at the rate of from 55 to 60 packages 
per minute; the operator has only to watch the «.achine 
and to supply material such as foil, cards and labels, 
while two packers place the completed packages in ship- 
ping cases. One advantage of these packing machines 
over equipment formerly used is the fact that the two 
ends of the label meet exactly sidewise where they 
overlap. Although by the previous method the differ- 
ence amounted to hardly more than 1/16 in., this varia- 
tion was adjusted by the packer who had to lift each 
label partly off the package and push it to its exact 
position. 

The Salada company was one of the first to recognize 
the possibilities of the market for tea balls and, accord- 
ingly, pioneered in the installation of equipment for this 
type of package. It may be recalled by many of our 
readers that in the early 
stages the thought of market- 
ing tea in such small quanti- 
ties was viewed with con- 
siderable skepticism, but Sa- 
lada took hold of the idea 
and has made a good success 
of it. The four tea bag ma- 
chines which are operated at 
the Boston plant produce 
about 42 bags each per min- 
ute, cutting the gauze from a 
roll, filling and sewing the 
bags and affixing the tags. 
The bags are then hand packed 


in folding boxes in lots of 


Foil wrapped packages and foil- 
covered cartons used by Salada 
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100, 300 and 500 for hotel and restaurant use, and in 
metal foil-covered display boxes for the retail trade. In 
line with the company policy, the tea ball machines are 
maintained at the highest point of efficiency. All bright 
parts of the machines are chromium plated so that 
they appear as show pieces on the floor, and have been 
used as exhibits in various food fairs. 

Three sizes of the tea ball cartons are automatically 
wrapped in moistureproof Cellophane on a machine 
which is readily adjustable from one size to the other 
and wraps and seals from 55 of the large size to 70 of 
the small size packages per minute. The cartons are 
belt fed to the machine and carried into the wrapping 
mechanism. Cellophane is unwound from a roll, auto- 
matically cut off by the machine and is then wrapped 
and sealed tightly around each package. The machine 
is equipped with safety devices and automatic stops 
which prevent the feeding of the wrapping material 
unless there is a package in place to be wrapped. 

Also included on the packaging floor, and well worthy 
of mention, is the master scale and equipment for 
checking the weighing devices on the various packaging 
units. It is stated that every fifteen minutes each 
weigher is checked and any needed adjustments are 
made so that absolute and correct weight is assured 
to each package. The variation in the weighing is 
maintained at the remarkably low figure of 1/128th 
(one-one hundred twenty-eighth) part of an ounce. 

Continuing the trip of inspection, the visitor finds 
the third floor devoted mainly to storage although also 
including a complete machine shop for the maintenance 
of all equipment used in the plant. To keep up to the 
high point of efficiency demanded in all operations, this 
department is in constant use. On the second floor 
are the shipping rooms, while that part of the first floor 
which is not included in reception and display rooms 
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Close-up view of one of the labeling machines attached to foil wrapping unit on packaging 
floor at Salada Tea plant. Other similar units in backaround 


and offices is given over 
to receiving and_ ship- 
ping. 

There are many other 
points of interest con- 
cerning the _ extensive 
packaging operations that 
are being conducted at 
the Boston plant. The 
production of nearly a 
million packages a week 
makes it imperative that 
each machine and piece 
of equipment be main- 
tained at a high stage of 
operating efficiency. 
Cleanliness, too, is essen- 
tial and it is for that rea- 
son that all equipment is 





cleaned every day. Nor 
does the company neglect 
the well being of its em- 
ployees. Rest rooms, first aid rooms, wash rooms and 
even shower baths, all modernly equipped, are pro- 
vided, and every effort is made to assure comfortable 
and sanitary working conditions. 

Here, indeed, is a house which packages built—a 
business which signalizes the importance of the pack- 
age and its effect on modern-day merchandising. The 
endeavor of the company to deliver to its customers a 
quality product—“Salada Tea—the tea that comes to 
you ‘Fresh from the Gardens’”—and to present that 
product in convenient size, well protected packages, 
have been made possible by painstaking research and 
study of design, materials and methods. The excellent 
co-ordination of the latter factors to produce a desired 
result is evident in the acceptance which has been ob- 
tained for the Salada packages. Not only do users ap- 
preciate the keeping and convenient qualities of these 
packages, but their colorfulness and attractiveness are 
given immediate recognition on the shelves and counters 
and in the windows of the various retail outlets. 

The company has pioneered in many of the ideas 
which are now accepted as package standards in the 
tea industry. And this far-sighted policy is being con- 
tinued, for it is realized that the public will ask and 
will pay for those goods which are presented in pack- 
ages that attract, protect, and lend convenience. The 
story of the Salada tea packages is but one of the 
many experiences among progressive concerns who are 
building successful businesses by means of well de- 
signed and practically produced packages. As develop- 
ments in packaging progress, as improved methods and 
materials are available, such companies will unques- 
tionably hold places of leadership in their chosen fields. 
Initiative, evident in the packaging work consistently 
done by such pioneers, serves as a “back-log’” of the 


packaging industry. 






































THE PACKAGE 
CAN MAKE OR 
BREAK 

TRE DISPLA® 


by “W ys Slensqaard 


THINK we all agree that a package design 
can have much to do with the successful 
sale of a product. We then obviously agree 
that it can also have much or all to do with 
display. It may be a smart modern pack- 
age, it may be one that is delicate, or it 
may be bold and colorful, etc. But it 
must fit the trade and people and pur- 


is obvious—advertising and package were created with- 


out enough knowledge of the distribution, the selling 
methods ef his distribution, and perhaps display and 
promotion methods. The biggest mistake is, of course, 
to think that if it is a crude product for 
utility use the label or package makes no 


W. L. Stensgaard is presi- difference. It does, but that is just the 
dent of his firm, known as W. 
L. Stensgaard & Associates of 


type of buyer who does not reveal his re 


pose to which it is to be sold. It must Chicago, with branch offices in actions. He acts on his own judgment. 


make for impressive display to the buyer 


New York and San Francisco. 
Many of America's leading 


He is the type that thinks if it is sturdy, 


and ultimate consumer. For instance, a manufacturers with. retail dic of quality, the label or package can tell 
smart yet delicate package sold at the cos- tribution engage his services him so by color and by design. 

ek , : ’ in connection with merchandise ‘ ay a 3 
metic counter in the top price range, presentation planning. Nothing tells of old style and old 


might not do so well in a mass price group 

selling. A roof coating sold to lumber 

yards and hardware stores, to get promi- 

nence, must have more than the usual black and white 

type-set label, and so on, with endless comparisons. 
There are class displays and there are mass displays. 

Both sell merchandise in their respective groups, and 

both are essential. Too often, a manufacturer is in one 

group with his product and distribution, but in another 


with his appeal, advertising and package. The reason 


—EDITOR. fashion quicker than an old style label or 


package. Good modern stores almost re- 

fuse to show such goods because it in- 
dicates stagnation of ideas and industry. Fear is the 
only reason for lack of progress—and nothing is more 
certain than change. The longer it is delayed, the 
more expensive change becomes. We can all point to 
many products that were good in their day, and per- 
haps they are still good, but they lost out in their dis- 
tribution because they got “old-fashioned,” not only in 


JULY, 1933 23 








, iI ! NE 
LC ROLEpRGS: Ma 


label and package, but in all thinking and action. It is 
almost impossible to see a company “old-fashioned” in 
package without seeing the same moss about other parts 
of the business. And when it gets so bad that a change 
can't make it any worse, the change is tried—many times 
with good results. Like waiting till the patient has lost 
most all hopes—then operate—-the chances for recovery 
are less, of course. 

-it’s 





Display is going modern—it’s going sensible 
showing the goods, out where people can buy them. 
Therefore, the package can get in the front row or in 
the back row. It just depends on what it can lend to 
the appearance of the store. People said four-wheel 
brakes wouldn’t work. They did. They said beer would 
not help. It has. And there are innumerable other in- 
stances. Therefore, don’t rely entirely on this so-called 
survey—do some things because you know they should 
be done. Be a leader—get out in front 
and stay there. It’s not so crowded— 
the profits and sales are better for the 
leaders. 

Packages that have eye-value do sell 

they sell better at better prices. We 
have had the opportunity of taking 
some “slow ones” in the past two years 
and proving it without doubt. It is like 
pulling teeth to get started in convert- 
ing an old package or display, because 
of fear. But experience begets con- 
fidence and when you know where to 


cut and what you are cutting for, the 


1 lively little fellow, with plenty of action 

on a package still retaining the orange color 

but in combination with plenty of silver 

md = black—brought tremendous increases 
mm sales 
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A simple, modern package that fits itself into a modern display 
with plenty of illustrative value and selling punch 


operation is not so bad as the continued suffering. The 
patient recovers rapidly, and tells joyously about “his” 
operation. Getting goods accepted by the retailer and 
public is a science, and the science has shown great 
progress in the past few years—yes, in the last year 
or two. Almost unheard of things can be done for 
distribution, sales and profits by the science of pack- 
aging and display. Usually they sound so simple that 
complicated ideas usually more costly are tried first, 
when the package and the display would have helped 
greatly to solve the entire problem. 

The years 1933 and 1934 will see many old masters 
changing the “dress” of their product, devoting more 
time and money to getting displays. All because there 
is change of package and display to blend with the 
changes that take place in methods, style and modes of 
living, more efficient selling and merchandising as well 
as advertising. Such means are just as necessary as 
improving the product. Many hundreds of good old 
products can make a great “come-back” in sales with a 
new package, and displays keyed to their distinct type 
and kind of distribution as it exists today. The sooner 
the investment is made the less the losses will be, and 
the sooner the stockholders will again receive dividend 
checks. But, behind the old cloak of “our business is 
different,” is the secret of fear to change. For such 
business only time can prove that “nothing is more 


certain than change.” 











V. 
PACKAGE 


IDENTIFICATION 


ACKAGES are, habitually, in need of protec- 
tion against various perennial threats and 
menaces. Imitation, or infringement, for in- 
stance. Now comes a new peril, in a new and 

unsuspected quarter. At first glance, it seems prepos- 
terous that any person or interest should challenge any 
accepted, established school of 
packaging as an_ institution. 
Yet that is precisely what has 
come to pass, via a proposed 
distortion of the National In- 
dustrial Recovery Act. Grim 
irony, indeed, that the measure 
invoked by Congress to in- 
sure and stimulate the come- 
back of business should be in- 
voked, by private interests, for 
the disruption of a basic utility 
of distribution. Yet, precise- 
ly that may be the outcome if 
packers do not move to stop 
the mischief and uproot the 
faulty reasoning. 

Packaging or, at least, cer- 
tain aspects of the practice, are on the defensive be- 
cause of an attack upon merchandise premiums, so 
called. The definition of the word “premium,” as here 
used, encompasses all manner of ornamental articles, 
china ware, smokers’ conveniences, etc., which are given 
as a bait or bonus with commodities. No matter whether 
the premium be a small novelty packed or delivered 
with the principal article of purchase. Or whether the 
premium is a more pretentious reward which may be 
claimed upon presentation of a set number of “coupons” 
that accumulate from unit purchases. Whatever its 
character, the premium is under fire by the new school 
of reformers. 

It is no secret that competition by the aid of premiums 
has had its foes, inside and outside business circles, for 
sometime past. The Industrial Recovery Act has af- 
forded an opportunity for open assault. Because, a 
primary objective of the Industrial Recovery Act is the 


3y means of 


“ce 


voluntary “‘self-policing” of industry. | 
codes adopted by trade associations or “Institutes” es- 
pecially organized for the purpose, industry is to purge 


tself of various forms of unfair competition. One 


AND 


To what extent the re-use package 
may be regarded as a premium has 
been the subject of some controversy. 
To clarify the issue, we have ob- 
tained an expression from Mr. Faw- 
cett which, we feel, properly inter- , 
prets a logical and reasonable at- chinery for packaging  pre- 
titude on the subject. Based on facts 
and taking into account the opinions 
previously given by Governmental 
agencies, this article should dispel any 
doubts that may exist as to the cate- 
gorical consideration of the re-use 
package.—Editor. 





PROTECTION 
by ~) Dilla <= dinaill 


of the abuses, which it is proposed to correct by mutual 
agreement is price cutting. Adventurously seizing what 
might seem to most of us a mighty thin thread of con- 
nection,’ the crusaders have undertaken to bring about 
the indictment of premiums as an instrument of price 
cutting—a consumers’ “free deal.” Considering the ex- 
tent to which packages are 
emploved to enhance the at- 
tractiveness of ali manner of 
premiums and _ considering, 
likewise, the absorption of 
great quantities of containers 
by the premium industries 
(not to mention special ma- 


miums) it would be impossible 
for packaging circles to view 
with equanamity any effort to 
abolish premium-giving. But 
the whole issue is given an 
added intimacy by the circum- 
stance that certain zealots are 
now attempting to class with 
' conventional merchandise pre- 
miums, what have been inappropriately nicknamed “‘pre- 
mium packages” or “premiumized packages.” 

The species of package which has been caught in 
the brainstorm over advertising-via-premium is that 
commonly designated as a “gift,” “occasional,” “‘pre- 
sentation” or “holiday” special. The connection is so 
far-fetched that it would be laughed out of court were 
it not that some packers have thoughtlessly condoned 
a distant relationship to premiums by speaking of “the 
package that is its own premium” or “the package that 
becomes a premium.” 

Needless to emphasize that this attempt to bring 
packages within the premium drag-net ignores the vital 
point that packages are primarily and universally utili- 
tarian in purpose. The basic function of every con- 
tainer is that of a receptacle and a carrier for its con- 
tents. If the vehicle of distribution is given a pleasing 
or decorative appearance, such glorification is essentially 
incidental or supplementary to the main tasks of con- 
veyance and storage. It would be about as sensible 
to penalize a packer for employing an art package as it 
would be to impose an extra (Continued on page 68) 
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CKEY U MARKS TI F ROM his original debut in the comic strips, 
MI! MO SE M Mickey Mouse has traveled far as a popular 
favorite and, from all indications, bids fair to 

_ continue a long and diversified existence. 

f “) | / ke ‘s Since going “commercial,” his services, as a form of 

4 : £: — juvenile appeal, have been utilized in connection with a 

wide group of products and, let it also be said, with 
considerable success. A recent use of this popular 
creature is his appearance on Mickey Mouse watches 
and clocks, just announced by The Ingersoll-Waterbury 

































Company of Waterbury, Conn. These are being intro- 
duced by such firms as R. H. Macy & Co., New York; 
Jordan Marsh Company, Boston; Strawbridge & Clo- 
thier, Philadelphia; Edward Malley, New Haven; 
Brown-Thompson Company, Hartford, and many other 
first class stores throughout the country. 

The accompanying illustrations show the display car- 
tons and individual set-up boxes which are being used, 
together with the merchandise. In every instance where 
orders have been obtained the company has been com- 
plimented upon the attractive packaging, writes R. G. 
3rown of the sales department. “Personally I feel that 
the success of this line, aside from the intrinsic value 
which we are offering in the form of a time-piece, 
will be due largely to the manner in which these clocks 
are being presented.” Certainly the containers are ex- 
pressive of the merchandising idea which is being used 
to create consumer appeal. 

The folding carton displays for both watches and 
clocks were made by the Atlantic Carton Company, 
while the individual set-up boxes for the wrist and 
pocket watches were made by the Waterbury Paper Box 
Company. In both instances the packages have been 

decorated with a design approved by the Walt Disney 

Enterprises, Inc. Thus, with a background afford- 
ed by means of a package, Mickey Mouse is able 
to supplement his personal appeal for sales. 


Photos by Rehnquist 
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A new version of Walt Disney's popu- 

lar favorite “Mickey Mouse” makes 

the time pass for juvenile customers— 
via the package 
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SUSTAIN SALES OF 


by C, i l/ -_ 


HE STRUGGLE to keep up sales during the de- 

pression has caused considerable thought to be 

given to new packaging for products which in 

themselves may not be entirely new. A good ex- 
ample of what has been done in this direction for a well 
designed and established article is the action of the 
Beardsley & Wolcott Manufacturing Company of Water- 
bury, Conn., in repackaging its Bluebeard Precision 
Stropper. In this case there has been a two-fold effort: 
first, to attract the purchaser and make the stropper more 
convenient for his use and, secondly, to provide a definite 
means for the dealer to display the merchandise and 
stock it. 

The individual package is a strongly made set-up box 
which is sturdy enough to give long service. It is of 
simple design but attractive, of low cost and convenient 
for the travelling bag. The purchaser need not feel that 
he is paying much for the container which for a man’s 
article of this kind would not have much appeal. Mak- 
ing toilet articles, especially shaving apparatus, convenient 
tor the traveller is always a strong point and in this case 
the idea is emphasized that linens and other garments are 
protected from stains which might result from direct 
contact with the stropper. 

On the cover of the box is the trade marked picture 
in dark blue showing a man shaving with great content. 
lt is framed with red lines. This is considerably smaller 
than the cover so that there is room above and below the 
picture for a small amount of neat dark blue lettering as 
shown in the illustration. Around this is another frame 
of red lines close to the edge of the cover. 

With each stropper, in its individual box, is packed a 
dummy razor blade made of cardboard, together with a 
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folder in blue and black with instructions for the opera- 
tion and care of the stropper itself. It is wrapped in tis- 
sue paper and an inspection slip and guarantee form are 
placed in each box. 

A standard package containing six stroppers packed 
individually is supplied to dealers. The container for 
the six individual stroppers is also a white set-up box. It 
is clearly marked in deep blue lettering both on the top 
and on one end to indicate its contents in order to be con- 
venient for the jobber or dealer to locate when placed on 
his shelves. ; 

Enclosed with each package of six stroppers is an 
attractive counter or window display card together with 
an instruction sheet explaining how it should be set up; 
also a colorful window streamer which describes the 
product and is intended to be pasted on the inside of the 
store window. 

The display card is in knock-down form and easily fits 
into the container for the six stroppers. When set up on 
the counter or in the window according to the instruc- 
tions in the box it provides a sloping pedestal for a 
stropper. The price is plainly marked in front. The back 
consists of a vertical shield having a dark blue back- 
ground, white and orange lettering and three line draw- 
ings suggest the benefits of using the stropper. The pur- 
port of the lettering is to the same effect, as may be seen 
from the illustration. 

The attention-getting value of such a display cannot be 
over-estimated. The stropper itself is within easy reach 
of the customer for compiete inspection and plays up to 
the almost universal inclination of people to handle and 
experiment with a mechanical device. 

The window streamer makes (Continued on page 66) 
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REVAMPING ESTABLISHED PACKAGES 


¢ AVEN a casual glance at the shelves or counters 

& of the average retail grocery will reveal products 

which have maintained, through their adherence 

to quality, a popular demand for long periods of 
time. It is significant, however, that those which have 
made but little, if any, change in their packages are to 
found in the minority, for the very reason that the ex- 
pense of holding consumer recognition without the aid 
of a new package is, or is rapidly growing to be, pro- 
hibitive. Whereas, in former times, competition existed 
only between brands of similar merchandise, today there 
is the added competition—and in many cases a more 
serious one—between packages, not only of those pack- 
ages containing similar merchandise but of those dis- 
similar. For the grocery, and for that matter every 
type of store, has become a proving ground for the 
supremacy of the package. How one manufacturer suc- 
cessfully met this situation constitutes a story that today 
forms an interesting chapter in the history of mer- 
chandising. 

I¢stablished many vears (since 1821) as a maker of 
fine canned foods, The William Underwood Company 
continues to enjoy an enviable reputation for its prod- 
ucts. Of these, Underwood’s Deviled Ham is perhaps 
the best known nationally, although the others-—sar- 
dines, clams, clam chowder, and clam _ bouillon 
are of recognized quality and enjoy substantial sales. 
The main factory of the company is at Watertown. 
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Mass.—it is here the deviled ham is produced—and 
others are situated at Jonesport, Rockland and Bass 
Harbor, Maine. 

As may be surmised, during its existence the company 
has had considerable to do with packages and with pack- 
aging methods, and while it may be considered that the 
latter are quite simple in that they easily lend themselves 
to standardization they are none the less interesting, es- 
pecially in that advantage has been taken of modern 
equipment. In the labels, too, many changes have been 
made, as may be observed from records in the company 
archives which show a transition in design from those 
formerly used to the labels of the present day. How- 
ever, in each of the changes made full consideration has 
been given to the value attached to the trade mark iden- 
tification of each product, and the redesign of the label 
has, each time, carried with it certain elements which 
have enabled an unmistakable recognition of the prod- 
uct. Thus the red devil which occupied a prominent 
place on the original label for Underwood’s Deviled 
Ham still appears, in modern design, on the present 
packages. 

The company’s plant at Watertown, Mass., which 
also houses the main offices, is devoted principally to 
the production and packaging of Underwood’s Deviled 
Ham. Production, packaging and packing are all con- 
ducted on one floor of the building although the latter, 
together with storage facilities, are separate. The ar- 











rangement of equipment in the main room is such as 
to permit straight line production throughout, from 
the preparation of the product to the drying of the 
filled and sealed cans. The labeling of cans, as de- 
scribed later, is also done in this room although the 
wrapping, which is applied to the greater part of the 
production, is performed in the stock rooms. A spur 
track serves a main platform which extends the width 
of the building and has entry from the production room 
as well as from the storage space, thus taking care of 
incoming and outgoing shipments. 

The deviled ham is prepared from whole hams which 
arrive at the plant in cured state in carload lots. These 
are cooked, ground and mixed with spices, filled me- 
chanically into cans, and double seamed, all at high 
speed with automatic machinery. Sterilization is ef- 
fected in especially designed retorts with automatic 
control. Removed from the sterilizers the filled tins 
are placed in special washers for the removal of grease 
or dirt and then proceed to inclined drying tables from 
which they are drawn for labeling. 

Most of the “pack’’ is stacked in the final shipping 
cases in bottom-sealed shippers and moved into the 
stock room where they are piled in stacks, 30 cases 
high and each containing 12 or 24 cans, depending on 
size. Strip labels are applied, automatically, to the re- 
maining production which is fed directly from the dry- 
ing tables to the labeling machines. 

For the wrapping of the two larger sizes which, as 
previously described, are temporarily packed in re- 
shippers, two special automatic machines—one for each 
size—being employed. These are portable so that they 
may be moved from stack to stack as required, and 
operate at the rate of 60 wrapped cans per minute. 
Each machine is equipped with an inclined chute intake 










into which the unwrapped cans are fed. Printed wrap- 
pers are supplied, automatically, from a magazine and 
the cans, as they roll down the intake chute, are raised 
through the wrapper into the wrapping wheel. As the 
cans progress around the latter they are successively 
closed by gluing along the long seam, top and bottom 
fluted folds are made, and these folds are interlocked 
and pressed in place. The closing of this wrapper at 
the top and bottom by a series of interlocking folds 
not only adds distinction to the appearance of the pack- 
age but also provides a permanent wrap until, of course, 
it is desirable to use the contents of the can, when 
the wrapper may easily be removed. 

Both the labeled and wrapped cans as they are re- 
moved, respectively, from the labeling and wrapping 
machines are hand packed in solid fibre cases, those 
from the latter requiring only top sealing while those 
containing the labeled cans are top and bottom sealed 
in automatic case sealers. The filled cases are then 
placed in stock for delivery as needed. 

The two sizes of wrapped cans of Underwood's 
Deviled Ham and the smaller labeled can, together with 
the corresponding packages formerly used, are shown 
in an accompanying illustration. From these it may be 
seen that the change in design was slight, although suf- 
ficient to attract attention and of marked improve- 
ment. Also shown in this illustration are the old and 
new labels as applied to the clam packages which like- 
wise register an improvement in the latter. For ob- 
vious reasons—the writer’s visit included only the 
Watertown plant—the packaging methods used for 
products other than the deviled ham will not be de- 
scribed in this article. Sufficient evidence is given, how- 
ever, to show that the Underwood Company has fol- 
lowed progressive trends in production and packaging. 
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Here is the machine that places a novel 
wrap with interlocking folds on the 
Underwood cans 
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OPPORTUNITIES 


5. BREAD AND CAKE PACKAGES 


DAKING is the eighth industry of the nation, 
jf with national brands and countless small in- 
l FZ dependents. In the last few years the number 
Coe and variety of its products has greatly in- 
creased. Product design has been active in giving us 
new shapes, new flavors, new sizes, sliced bread, and 
even loaves composed of three different flours, like the 
ice-cream brick. “Store cake” is becoming more popular 
with housewives as it is improving in quality and flavor. 

The extent of the baker’s potential market is indi- 
cated by a survey showing that 56 per cent of the house- 
wives interviewed were not purchasing bakery cakes 
because they did not like the taste and lacked confidence 
in the quality of the ingredients. Acting within the 
limits of this problem, General Mills recently made a 
direct hit by advertising to the nation a Betty Crocker 
Angel Cake for 39 cents. Women responded by buy- 
ing two and one half million of these cakes the first 
week, and the total results of a brief promotion totaled 
over eight million units sold. 

Improved products, more rapid and frequent de- 
liveries, interesting and convincing advertising and ac- 
tive merchandising, are all at work changing the bakery 
picture. What of the package? Can package design 
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make bakery goods more attractive; can it glorify the 
merchandise and impress the brand name? What of 
the fact that the majority of customers ask for just 
‘a loaf of bread” and the housewife still bakes three 
or four times as much cake as the baker? 

As one competent bakery expert expressed it, 
“Bakers like to clutter up their wrappers as much as 
possible. They want it all put on—the plant, the trade- 
mark, the name and then fill in any remaining space 
with scrolls, zigzags, panels, balloons, fences, or car- 
toons. Colors are harsh and strong, mainly red, yellow, 
and blue. No wonder they all look alike to the con- 
sumer.” 

There are exceptions, but a survey of either bread 
wrappers in the flat or of wrapped loaves in the stores 
substantiates the following characteristics of the great 
majority of bread package designs: 

1. Colors are not appetizing; strong primary col- 
ors predominate. They are all shouting. There is, 
therefore, no contrast. These colors are not appro- 
priate to fresh food but suggest paint or hardware 
products. They are not sympathetic to women. 


2. Designs are small and spotty. The actual di- 
mensions of the loaf are broken up by a confusion 
of design elements. Instead of making the package 


look large, this cluttered treatment makes it look 
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small. Several loaves stacked together have no cu- 

mulative display value because the design pattern 

bears no relation to the size or shape of the individual 
loaf. 

3. Layout is crowded and design elements fight 
each other for attention. The result is monotonous. 
Balance is frequently upset by diagonal scrolls, rib- 
bons, or copy statements. Simple poster treatment 
is rare and an emphasis on the three dimensional 
bulk (“your money’s worth’) almost entirely ne- 
glected. 

4. Copy—the message of the package—lacks order. 
The type of bread, whether it is sliced or not, and 
the baker’s name, conflict with trademarks, invita- 
tions to visit the plant, anniversaries, slogans, and 
association labels. As many as three different forms 
of a single baker’s trademark appear on one wrapper. 

5. Many designs are directed at children. Almost 
none are calculated to attract women. What per cent 
of bread is bought by children? 

What is the purpose of the design of the bread wrap- 
per—to sell that bread to women. What is in the cus- 
tomer’s mind—freshness and size; taste and quality. 
She has to feed a family. She wants good bread— 
white or rye or whole wheat—and she wants it sliced 
or whole. Moreover, she prefers in all the merchan- 
dise she buys to buy by brand—to demand and get a 
product she knows by name and has confidence in. 

She doesn’t care a fig about the baker’s trademarks 
or his plant or affiliations. Her color sense is much 
more developed than his, and she has a horror of his 
idea of decoration. Iron railings and boxes and tri- 
angles and shields have been eliminated from most of 
the packages she buys years ago. She is used to clean, 
fresh, business-like and even beautiful advertisements, 
packages and displays. Other businesses have already 
begun to cater to her desire for clean simple packages 


in reasonably good taste. 
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A loaf of bread is a fairly large package. It is 
wrapped for protection. If there is any reason for 
printing anything on the wrapper, it is not to make 
the package look like a circus, but to sell the bread. 
This calls for a fresh, clean design, simplified to tell 
a direct sales story. The emphasis should be on the 
brand name, the kind of bread, and whether or not it 
is sliced. These essential elements can all be given 
importance and so arranged that the finished package 
looks large. 

The design treatment can give character to the pack- 
age by balanced layout and careful lettering. These 
basic elements of design hold true whether the wrapper 
is transparent or opaque. The choice of color will de- 
pend very greatly upon the transparency of the wrap- 
per. Obviously the more clearly the actual loaf is shown 
the less opportunity there is for color to fulfill the 
important part it plays in totally opaque packages. 

Since bread wrappers are usually printed in rolls and 
no accurate registry is possible on the wrapped loaf, a 
repeat pattern is logical. Bands toward the ends of 
the loaf can be used to give a formal character to the 
individual package and will be useful in mass display. 
Their treatment can be characteristic throughout a 
whole family of bread and cake packages. 

Another excellent use of the pattern which is fre- 
quently seen in wrapping papers but seldom used in 
bread wrappers is the all-over repetition of the manu- 
facturer’s logotype as a background for the product 
name and description. This scheme might be reversed 
to carry the type of bread in an all-over pattern as a 
background for the brand name. An easy distinction 
between sliced and whole breads would be achieved by 
running fine lines one-half inch apart down the roll. 
When this wrapper is put on the loaf the lines would 
correspond approximately to the slices and identify the 
product immediately to clerk and customer. 

(Continued on page 72) 
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Sans Adieu package 


THE EUROPEAN 


HERE is much Europe has yet to learn about 
economy in package production. It has still a long 
way to go in matters relating to the technical side 
of merchandising the package. But when it comes 
to design, to the art of the package, that is a different 
story, for art is a living and active influence in all human 
affairs on this side of the Atlantic. Not all of it is good 
3ut the conscious attempt to introduce 
The truck gardener 


art. Far from it. 
an artistic effect is everywhere. 
brings his onions and carrots to market arranged in sym- 
metrical design. His great wicker baskets, which are his 
packages, are dressed with their vegetable contents to 
please the eye and also to satisfy his own taste. He 
feels that properly presented vegetables lend importance 
te his business as well as increasing sales. He leaves his 
land, a farmer. He arrives in the city, a merchant. 

It is this consciousness of the place of art in com- 
merce which has resulted in drawing many well known 
designers in other fields into the work of package de- 
signing. Because the mechanics of production are still 
backward over here the artist has been able to work out 
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Jean Charles Worth suggests a perfume bouquet in his 
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package designing without the necessity to consider its 
economy in construction when reproduced in quantity. 
Hand work is still available at comparatively low prices 
and the box manufacturer finds skilled labor always 
ready for piece-work employment. 

Consequently the artist, with nothing to consider but 
producing a pleasing effect, turns to the designing of a 
package with the same unrestricted freedom he experi- 
ences in creating a poster, painting a picture, or laying 
out an advertising page. From this situation have come 
striking packages, especially of the de luxe type, which 
have been created by those who have never before given 
a thought to the subject. 

There is the instance otf Jean Charles Worth, head of 
the famous dressmaking house of Worth. As a de- 
signer of women’s clothes he is known around the world, 
but the fact that he designs all the beautiful containers 
for the beauty products bearing the name of Worth has 
not before been made public. And when I say he de- 
signs the packages, I mean the whole job, even to the 
trick mechanical appliances which are a part of some 
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Jack Roberts makes paper and This candy box by Bouchaud unites art Jack Roberts’ candy boxes are de- 


paint look like wood, metal, tvory and craftsmanship. 
or what would you 


of his containers, and even to the bottles, metal boxes 
and the materials used in them. He dictates the entire 
operation. What is more, he is just about as proud of 
his ability in this direction as he is of his art as a 
costume designer. 

Worth gives no thought to the cost of his packages. 
Effect is all that concerns him, the effect achieved by a 
thing well and richly done. Yet convenience and prac- 
ticality are not ignored by him. His Sans Adieu bottle, 
with its top shaped like a pine cone to suggest the bouquet 
of the perfume, is so fashioned that by removing the 
cap the atomizer attachment may be adjusted, making 
the perfume bottle do double service. A separate atom- 
izer is done away with, and also the need to pour out 
the perfume from one vessel into another. And the wood 
case, With its cover of flexible wood strips, makes a safe 
and convenient package for traveling. 


can Carlu left poster designing long 
nough to turn out this every-iich-a-shoe- 
x to look like quality and cost little 


sails are cloth and the ocean is just paint 


The shells are real, signed for pure sweets, with an 


appeal to children 


There is respect for the quality of convenience as well 
as appreciation of the value of a novelty as a sales force 
in the design Worth worked out for his combination 
powder, lipstick and perfume container, which is so 
planned as to make all three compartments ready for use 
by merely touching the spring catch. 

By turning from consideration of very costly packages 
to a most inexpensive one we discover that it is quite 
possible to produce effective containers at small cost, 
when a real artist set himself to such a task. The shoe 
box Jean Carlu created for the smart French house of 
Cecil is nothing but the most usual type of such box, in 
so far as manufacture is concerned. But in working out 
the exterior decoration in dainty shapes and blended 
colors this designer, who has the reputation of leading 
the modern European school of advertising artists, has 


produced a package which could offend no one, and yet 
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Mary Bendelari created this design for the shoes she 
makes, to protect the lovely footwear she thinks up 


which is an excellent advertisement of the product it 
contains. 

While writing of shoe boxes | must say a word for 
the American girl who has made herself internationally 
known as a creator of smart footwear for women. 
When Mary Bendelari left her niddle-western home 
for a holiday in Paris she had no thought of being a 
shoe designer, owner of a factory in which her crea- 
tions are made, and also owner of a swank Paris shop 
in which to sell her shoes, But that’s a story in itself, 
In addition to her other qualities, Mary Bendelari is a 
good saleswoman, and knows the value of keeping cus- 
tomers sold. So one day she decided she needed a 
special box for her special shoes, and set about design- 
ing it. She calls the result a closet shoe box, for it is 
intended as a permanent home for fine shoes when 
they are not running off to dance, dine and see a show. 
To help a lady “file” her shoes systematically, as well 
as protect them, she has her boxes made with a slot 
at one end to hold a card, with a thumb hole which 
allows its ready removal. The trade name under which 
Miss Bendelari sells her shoes is on one side of the 
card while the reverse side carries information con- 
cerning the particular pair of shoes the box contains. 

Without doubt the best known designer of packages 
in Europe is Jack Roberts, an Englishman by birth, 
but not by much else, as he has spent most of his life 
in the French capital. Roberts is the contradiction of 
what | have said about artists not concerning them- 
selves with the production problems of the packages 
they design. He knows a!l about it, which makes him 
a one-hundred-per-cent exception to the rule. He also 


knows the merchandising side. (Continued on page 42) 


MODERN PACKAGING 





34 


Below: Bouchaud was well content to sign 
his name to this package, and not without 
reason 


At Bottom: Sépo, in creating the Novel- 
tex packages, secured real sales value 
without excessive expense 
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I—‘Before and After” packages as used by the Robert 

A. Johnston Company of Milwaukee. In each case the 

new carton is in the foreground. Both of the new pack- 
M1 ages use the same color scheme—blood orange, yellow, 
t brown and white—and thus show a family resemblance. 

They have been stepped up from two to three colors 

and present a flashy appearance on the counter. The 

merchandise is of high quality and is wrapped three 

times and sealed in wax paper to keep it so. 
| * 
e 2-4—From the Far West come these two new designs, 
modern and with definite sales appeal. The Jantzen 
carton is jet black and deep red while the Nu Bora 
packages are chrome yellow and deep blue. They are 
used, respectively, by the Jantzen Knitting Mills, Inc., 
and the Easson Soap Company, Inc., both of Portland, 
Ore. William E. Pearce of Modern Industrial De- 
signers is responsible for both designs. 

* 
3—New packages of the Hush Company, Philadelphia, 
in contrast with the old, as shown in the background. 
Improvements other than those of design are to be 
noted. The jars are of larger and more convenient 
size and permit of easier opening. The new packages 
q are of company design; Hazel-Atlas produced the jars, 
: Columbia Specialty Company the caps, and the trans- 
parent wrapping is Sylphrap. 
* 

5—Watch box created and produced for Elgin by Den- 
nison Manufacturing Co. The box is of wood, lacquer 
finished and its appearance is that of a molded plastic 
container. 
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DEFINITE means 

of defeating the 

practice on the part 

of unscrupulous ser- 
vice stations of adulterating 
and substituting motor oils 
has been found by several 
large oil refiners in the use of 
tamper-proof sealed cans and 
a new and simplified cutting 
and dispensing funnel de- 
veloped by the Continental 
Can Company. 

While motor oils have pre- 
viously been packed in cans, 
refiners of trade-marked 
brands have only recently 
seized upon the possibilities 
that packaging in non-refill- 
able cans presents a means of 
combating the “more than a 
million a year bootleg oil 
racket” that has beset the in- 
dustry. 

By packaging their oil in 


sealed cans, bearing their litho- 
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graphed trade-marked label, refiners are now marketing 
their product to the motorist by the same method to 
which he is accustomed in his purchases of food and 
other trade-marked articles. Under this new merchan- 
dising plan, the brand of oil requested is brought out 
by the service station attendant in a sealed can packed 
at the refinery and opened in full view of the customer. 
As the motorist watches, the new cutting and dispensing 
funnel is forced over the can so that two knives quickly 
and easily cut two holes in the top of the can and by 
means of a rigid funnel the can is completely emptied. 

Adoption of this new packaging method has already 
proved resultful and has received a warm welcome from 
refiners, honest dealers and the public. A recent test 
made by the Sinclair Oil Company in three Middle 
Western cities, to determine the advantages of market- 
ing motor oil in packaged form, resulted in substantial 
increases in motor oil sales of 25 per cent or more in 
the cities selected for the test. 

Another favorable development reported by refiners 
is the fact that adoption of the new package has volun- 
tarily brought new dealers into their organizations. In 
areas where the sealed cans were introduced, a number 
of service station operators have joined the refiner’s 
organization as a result of seeing the possibilities of 
the new merchandising plan. One surprising develop- 
ment was the response of the farm market. In spite 
of the practice of the farmer to buy many things in 
bulk, the new packages have made an appeal to him in 
that they prevent contamination of the oil while in 
storage, or while being carried around on the tractor. 

Dealers have found the packaged oil a stimulation to 
the transient trade, which otherwise might shy from 
stations with which they are unfamiliar. Simplified in- 
ventory is another factor which has made the new de- 
velopment welcome to dealers who find also in the new 
attractively lithographed cans an opportunity to create 
displays at the point of sale similar to those used by 
their fellow retailers in grocery, drug and other fields. 
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INCREASING SALES BY 


DEVELOPING RETAIL PACKAGES 


HREE NEW PACKAGES have just been de- 
veloped by Bird & Son for the retail trade for 
- articles which heretofore have been sold only in 
bulk. One of the articles is an impregnated paper 
flower pot which is now put up in two different pack- 
ages and the other a box made of similar material and 
divided into compartments for the growing of seedlings. 
What has been done is the application of the retail pack- 
age principle with the idea of increasing the market, and 
at the same time making the sale of small quantities 
by the dealer more convenient and economical. 

lor many years this company has sold in large volume 
its waterproof paper flower pots to the trade in fibre 
cases containing 500 or 1,000 pots set up and ready for 
use. While 500 or 1,000 of these pots is a moderate 
quantity for the average professional user, it came to 
the attention of the company that dealers in horticul- 
tural supplies were receiving orders for as small quanti- 
ties as 50 or 100, due, no doubt, to the rapidly growing 
interest on the part of the general public in gardening 
and the steady increase of suburban living. 

These pots are rather awkward to wrap in small 
quantities. First there is the bother of breaking open a 
case and counting out the required number and then the 
difficulty of wrapping the nested pots which form a tube 
tapering at one end. Dealers thus found the time and 
effort to be rather expensive and annoying. 

To meet this demand a popular sized carton contain- 
ing 50 pots has been placed on the market. It is a cor- 
rugated slide box with a mailing label affixed. A dealer 
buys a case consisting of 20 of these unit cartons, or 


1,000 pots, which enables him easily to make sales in 
units of 50, either over the counter or by mail without 
having to count out the required number or further 
wrapping. 
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Although these new packages have been on the market 
but a few months, they have been enthusiastically re- 
ceived by the trade and the indications are that the re- 
sult will be a decided help toward increased sales. 

Flower pots have usually been regarded as a com- 
modity used largely by the professional grower or the 
amateur who does gardening on a large scale, but more 
and more retail dealers have been making sales in quanti- 
ties as small as a dozen pots to householders and home 
growers who use them for the early starting of plants 
in small quantities. To meet this demand and to help 
its dealers, the company took the most practicable size 
of pot for general home use and designed an attractive 
carton to hold ten. 

While it was essential to keep the cost of the package 
down to a minimum, it was obvious that the appearance 
and sales appeal of the package would be a large factor 
in the success or failure of the idea. Therefore the 
best artist that could be found was engaged to design 
an attractive package in three colors—black, bright green 
and bright red. The tops and bottom are alike and bear 
the statement that ten 3-in. pots are contained and that 
the price is ten cents. Directions are also given for 
opening the carton which are simply that a certain edge 
need be lifted. Three of the sides have pictures of 
flowering plants in the pots, and the fourth side carries 
instructions telling how the pots should be used. Of 
course the company name is given due prominence but 
not in a way to spoil the attractiveness of the package. 
The covers at each end are hinged and the sides made 
in the form of quadrants with the center at the hinge 
so that they open and close easily. This package was 
introduced in the spring and at once helped to build 
up sales materially through the retail stores. 

The third package is for (Continued on page 56) 
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NEW MOLDED 
PLASTIC 
PACKAGES 








1--Tattoo color selector lipstick display put out E 
by American Advertised Products, Inc., Chicago. The i 
base of this display is molded of Plaskon in a rose and E 
ivory mottle combination; molding by Reynolds é 
Spring Company. E 
* 
2—“What to do with a paste brush after you have i 
used it” is readily answered in the new companion i 


packages for Sphinx Mucilage and Sphinx Liquid 
Paste, recently introduced by the Arabol Manufactur- 
ing Company. A flexible rubber brush spreader is at- 
tached to the inside of a cap molded of black Bakelite. 
The label in red, gold and black contrasts pleasingly 
with the white surface of the jar and identifies the 
products with others of the company’s make. 


3—Every element of these delightful packages in the 
Colgate Cashmere Bouquet line betokens quality. The 
pastel green closures are molded of Plaskon by Arm- 
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4—A squatter, jug-shaped bottle with 
a lower center of gravity but with the 
same capacity, and a change that per- 
mitted the atomizer bulb to ride lower 
on the neck, improved an old estab- 
lished package. The Nurse trademark 
is baked directly on the bottle in 
enamel colors. A Durez cap in black, 
molded by Colt’s. replaces the old 
cork. 


* 


a—The prescription pharmacist is the 
only man who ever sees these bulk 
drug packages of Charles Pfizer & 
Co. But how attractive! Flint glass 
bottles, labels with a professional and 
ethical touch in their simplicity, and 
molded Durez screw caps, in lustrous 
black to match the labels. 


* 


6—Deodorant in stick form put out 

by Tekero in various colored Plakson 
cases is meeting with widespread ap- 
f proval. Each deodorant stick is fas- 
tened to an individual card, the re- 
verse side of which contains full in- 
structions as to use. 


* 


7—Arthur Winarick, Inc., supplies a 
needed disinfector for barbers’ use. 
As shown, this consists of a large 
Bakelite molded base. a tall, frosted 
glass jar for razors, shears and combs, 
and a small jar for tweezers, ete. 
The covers on both jars are also of 
Bakelite. 
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¢ AVERY CLOSURE must have a color, whether it 


color should be dominant today in the minds of all those 


be the color of the metal itself or the most garish 


conglomeration of shades known to the paint 


maker's craft. It is only natural that this fact of 
who have to do with containers, for advertising and deco- 
rative values are paramount considerations in modern 
marketing. But back of these necessary factors of eye- 
appeal and attention command are certain practical facts 
that have to do with the successful use of color and 
which must have full weight in color selection if an en- 
tirely satisfactory result is to be obtained. 

Closures are for the purpose of holding a product in 
a container and keeping it in a satisfactory condition until 
it is used. Anything that is done to a closure must have 
an influence, one way or the other, on its effectiveness 
for its purpose. Color effects must be obtained in a 
way that does not interfere with the prime purposes of 
the closure and that does not run the costs up too high 
for the job in hand. 

Metal 


Coatings, such as lacquers and enamels, are placed on the 


closures are colored in three different ways. 
flat metal sheets before fabrication by means of roller 
presses and are then baked or dried to harden them be- 
fore the forming operations are carried out. Lithogranh- 
ing or printing, done in roller presses, is used to print 
designs, trade marks, or other matter on the coated sheets 
in color, or on plain aluminum in black. Self-finishes, 
including high polish, brushed surface, or oxidized colors 
are given to the uncoated metal sheets. 

The most widely used closure colorings are obtained 
by the use of lacquer or enamel. These coatings are 
available in practically any shade of any color, but the 
different shades give widely different results in use. 
From a decorative standpoint, the enamels give a deeper 
tone and a thicker coating than the lacquers, which are 
suitable for thin coats and light shades that permit the 
luster of the metal to show through. Generally speaking. 
lacquers are less expensive than enamels. 

Lithographing and printing can be done in almost any 
shade when placed over a coating. Here, again, there is 
a difference in performance among the various colors 
and a choice must be made with the fabrication and serv- 
ice requirements in view if the desired end is to be 
achieved. 

Plain metal and metal finishes are limited to the colors 
of the metals used or to those produced by the few oxi- 
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PRACTICAL CONSIDERATIONS 
IN CLOSURE COLOR SELECTION 
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dizing and other treatments that have been perfected for 


this purpose. These colors are also limited much more 
closely by the service conditions that the closure must 
meet. 

For practical purposes, consideration of the metals 
used for closures can be limited to aluminum, tin-plate, 
and brass. Other metals are used in special cases, but 
these are not of frequent occurrence. 

The hazards that a colored finish is likely to meet in- 
clude sunlight, air, water, age, heat, handling, action of 
the product in the container, and storage conditions. De- 
pending on the coating chosen, any one of these factors 
may result in serious damage to the color effect which 
the packer desires to obtain. Therefore the presence or 
absence of each for any particular product should be 
noted and the color selection made in such a way that a 
satisfactory result is obtained, one that will look as the 
packer intended, over a reasonable period. The points 
most necessary for consideration are the condition under 
which the product is marketed, the processing, if any, 
that the product undergoes after the containers are 
closed, and the possibilities of attack resulting from con- 
tact between the closure and the product being packed. 

Light, particularly sunlight, has a fading or damaging 
\Whites are likely to turn yellow- 
This trouble is only 


effect on many colors. 
ish if long exposed to sunlight. 
likely to occur with containers that are stored on shelves 
If 


the marketing conditions that a product must meet in- 


or otherwise exposed to strong light for a period. 


clude such exposure, the color choice should be made 
with this possibility ef fading or color change in view. 
I-xposure to the atmosphere, particularly to damp air, 
may affect the finish on a colored closure adversely. This 
is most likely to be serious when uncoated metals are 
used, except with aluminum. Tin-plate always has an 
exposed steel edge, where the blank for the cap is cut 
out. Naturally this steel may rust from exposure so 
that resulting reddish brown stain detracts from the color 
effect sought. Also, tin-plating on the sheet is not always 
perfect. Minute holes through to the steel may exist 
and these will permit moist air to penetrate and develop 
rust spots. Tin-plate should therefore always be coated 
with enamel, lacquer or some other protective coating that 
will keep the air away from the metal. With brass, ex- 
posure to the air results in tarnishing, which changes the 
In cases where the handling 
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color and spoils the finish. 


not severe enough to (Continued on 
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NEW IN 
GLASS CONTAINERS 





1—To appeal to women, the Jordan & 
Marsh Company adopted a modern con- 
tainer for furniture polish. A firm broad 
base, low neck and capped with a neat metal 
; closure, this new package contrasts advan- 
tageously with the old. The new design is 
known as the Imperial Oblong style, made 












, by Owens-Illinois Glass Company. 

, * 

7 2—Pacific Coast coffee roasters “go” vac- 

uum-packed-in-glass. Here are new pack- 

, ages used by five of the prominent com- 
panies. Good display, cleanliness, conveni- 

ence and re-use possibilities of the emptied 

f jar are among the advantages claimed. Photo 

. courtesy of Owens-Illinois. 

s * 

1 3—An improved product, a modern jar, a 

r convenient closure and an attention-getting 

. label brought about a sales volume of $40,- 
000 in five months for Dixieland Products 

, Company, a newly-formed division of the 

. well-known Tom Huston Peanut Company. 

s Jars are by Owens-Illinois. 

. * 

’ 4—A method for fusing monograms and 

e distinctive lettering directly into glass by a 

- process employing coloring enamels that re- 
main a permanent part of the bottle has 

. been developed by the Owens-Illinois Glass 

4 Company. Here are some of the designs ap- 

: plied to milk bottles. 
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Maximilien Vox employed the 
“beauty of simplicity” very 
effectively in producing this 
package for that aristocrat of 
dressmakers, Jean Patou 


THE ART OF THE EUROPEAN PACKAGE 


(Continued from page 34) 
designed many of the most talked about window dis- 


of the work, for he has 


plays ever exhibited by Paris department stores. In 
other words he has that often mentioned but rarely dis- 
played quality—selling sense. He can make paper look 
like anything else, devise a trick way to open a package, 
and works out his package designs in strange and devi- 
ous ways, concerning which I hope to tell the readers 
of MoperRN PACKAGING one of these days. 

Another famous poster artist who contended himself 
with the same simple materials used by Jean Carlu is 
Sépo. Which means that he got his effects, in the case 
of Noveltex packages, through pictorial and decorative 
designing rather than through the use of costly ma- 
terials and difficult shapes. In his series of packages 
for the makers of Noveltex shirts, collars and underwear 
for men he has secured effects of real sales value with- 
out involving his client in any appreciable increase in 
cost of the packages. 

Maximilien Vox, who is well known on our side of the 
Atlantic, also came close to the economy side of the 
package production question when he created the Huile 
de Chaldée box for Jean Patou, which looks much more 
expensive than it really is. The body of the box is a 
brilliant yellow, rimmed at the top and where lid and 
base join, in black, with a “black bottom,” and I’m not 
talking about the dance, showing another balancing rim. 
The white lettering of the product’s name is subdued in 
favor of the name of the producer, which is an instance 
of good salesmanship because of the dressmaking fame 
attached to the name of Jean Patou. 

One of the rising young artists of France who has 
shown special aptitude as a package designer, is Bou- 
chaud. As most of his packages have been for the ultra 
smart confectionery houses his designs have followed 
that trend and have been made with small regard for 
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cost. Certain of his packages have been so elaborately 
worked out that they were the things desired rather 
than their contents. Paris confectioners know the value 
of displaying such packages, for, aside from their making 
striking window decorations and counter displays, a good 
profit is made on the boxes, probably more than on the 
candies with which they are filled. Boxes by Bouchaud 
have gained the reputation of being worth their price as 
display material and dealers are not always concerned 
with their immediate sale. 

So much for the well known artists who have consid- 
ered the designing of packages as problems worthy of 
their best efforts. I would say a word for the unknown 
package designer. They form a special group, and a 
large one. They are an interesting feature of the life of 
Paris, where art and commerce seem forever overlapping. 
Yet they are probably the least known division of the 
great art world of this city. With their portfolios of 
designs under their arms they tour the wholesale and 
Often 


their designs sell for such a low price the buyer will have 


retail sections of Paris, offering their creations. 


the originals mounted on boxes, add a profit, and put 
contents, box and its original design on sale at a price 
within the reach of the purchasing public, especially when 
that public is looking for suitable gifts. 

Just what will happen to these unknown artists as 
nianufacturers turn more and more to packaging their 
wares and leaving the retail merchants with no packaging 
problem, is yet to be decided. It is but another instance 
of the influence of mass production and modern mer- 
chandising. Art as well as industry has its situations to 
meet in this changing age. 





-ssasesnsaemneeeeeeE 
A new malted milk powder, produced 
by the Micky Malto Products Com- 
pany of San Francisco, is making its 
appearance in a lithographed tin can 
which carries an interesting and sales- 
attracting design. The container, as 
shown in the illustration, is made by 
the Continental Can Company 
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IN METAL CONTAINERS 


/ IEW packages designed for Reefer-Galler, 
Inc., have been planned for immediate 
and outstanding recognition in display. 
The use of bold lettering in both the 

Inject-O and Reefer’s Crystals packages, combined 
with their respective color combinations is indeed 
effective and clearly indicates the use of the prod- 
ucts. The former combines brown, red and white; 
the latter, deep blue, light blue and white. 

Similarly, the new line of packages for Regal 
Products Company, Inc., is expressive. Here the 
colors are orange-red, blue and white. 

All of these designs are by E. Leonard Koppell. 
The cartons were printed by Kehlmann Printing 
Company. The cans were made both by American 
Can Company and the Continental Can Company. 
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NEW PLASTIC 


N packaging the use of plastics has been firm- 


ly established. Everywhere one can see clo- 


ee 


CU Cs sures, applicators, molded boxes, display de- 


vices, etc. Of late, several concerns have in- 
troduced stock containers which bear no mold charges 
whatever. The newest and one that overcomes a great 
many objections is now introduced by the Plastics Di- 
vision of the Colt’s Patent Fire Arms Manufacturing 
Co. The jars, as will be noted from the accompanying 
illustration, are cylindrical in shape and can be obtained 
in any color or combination of colors. The sides being 
perfectly smooth are ideal for application of labels and 
the closure can be treated with washed-in embossing or 
metal inlay. 

The manufacturer claims for these newest plastic 


creams and ointment jars the following features: 


1. The jars weigh less than one-fourth the weight 
of opal jars, outside dimensions being standard 
with the opal jar while the inside is in keeping 
with the requirements established by United 


States Bureau of Standards. 


tN 


The jar is light enough in weight so that if 
dropped on a glass dresser top or basin, no 
breakage will occur. If the jar is dropped on 
the floor and the outside shell breaks, the cream 
remains intact, as the inner jar then becomes a 


complete container in itself. 


3. The jar is molded in thoroughly cured thin sec- 
tions making breakage or cracking due to un- 


equal expansion impossible. 
4. The dead air insulator between outside jar and 
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CREAM JARS 


inside jar is a valuable factor in the protection of 
creams and ointments. The company expects broad 


patent coverage on these containers. 


| CARTER’S 
Ink Eraser 








Old and new designs as used for the products of 

The Carter's Ink Company. The White Ink is now 

in opal instead of clear glass bottles cnd has a double 

shell cap and black and white label. The new Inky 

Racer package is of metal, as compared with the old 
one which consisted of a set-up box 




















LET'S GET UP A PACKAGE DESIGN 

(Continued from page 19)  facturer and loudly praised 
by his associates? In present-day merchandising it has 
been found that there is a new, better and more effective 
judge of any package, namely, the consumer. Trained. 
through years of advertising and other improved edu- 
cational opportunities, the consumer is quick to register 
his aproval, or his complete ignorance of the package. 

With such powerful sales-weapons readily available, 
it is hard to understand why many a manufacturer still 
gives no more serious thought to his package, than to 
call in an artist, give him a few, hurried instructions 
and demand that he produce a new and sales-compelling 
package “by 2:00 o’clock tomorrow afternoon.” Or, 
giving a salesman one of his present packages expect 
him, without further questioning, to have a new design 
made that will immediately and greatly increase his sales. 

Truly, package designing is less a matter of clever 
ideas, inspiration and artistic techniques and more a 
matter of knowing the basic facts regarding who can 
use the product, where they are located, why will they 
buy it, what size or sizes will they buy, at what type of 
stores will they buy it, what competition will have to 
be met and overcome, what advertising has and will be 
done, what is the attitude of retailers and clerks. and 
can open display and helpful cooperation be counted 
upon. 

After obtaining the essential facts about the market- 
ing of the product there are the practical considerations 
of (1) adequate protection of the contents; (2) suit- 
ability of the package to storage requirements, economy 
of space on shelves and counters and other factors of 
practical retailing ; (3) economy and efficiency in form, 
materials and processes; and (4) adaptability to the 
most economical and rapid handling by the packaging 
machinery available. 

In every retail establishment today a bitter battle is 
being waged. The Battle of the Brands-—a race for 
consumers attention, acceptance and purchasing. In 
order to win, the package must be stvled (designed) 
to harmonize with the pleasure, benefit or satisfaction 
that the possession and use of the product will bring 
the consumer. 

Modern packages become practical selling tools-—pro- 
ducing definite and tangible profits—when they are de- 
signed with a complete knowledge of facts, and easily 
overcome the weak competition of packages whose sole 


foundation is “cleverness” or “inspiration” of design. 


* 


Willard F. Deveneau, the author of this article, is 
director of merchandising for The Richardson Taylor- 
Globe Corporation of Cincinnati, Ohio. Mr. Deveneau 
has prepared a brief and to-the-point questionnaire for 
use in studying a definite package design and seeking 
improvement therein. Copies are available upon re- 
quest.—Editor. 





FOR REDUCING BOTTLE BREAKAGE 


Bobrick Manufacturing Corporation, Los Angeles, 
Cal., recentiy changed the label and packing of one of 
its products—Bobrick’s Cloudy Ammonia. 

The corrugated wrapper as shown in the illustration, 
has reduced breakage 
considerably. This is 
fastened permanent- 
ly to the bottle by 
applying paste to the 
back of the bottle, 
and also permits the 
insertion of a circu- 
lar which outlines 
the advantages of 
this packing to the 
jobber, dealer and 
consumer. From 
the manufacturer's 
standpoint, for a 


Cioudy 


4MONIA 


product that is not 
put up in quantities 
large enough to us: 
a labeling machine, 
this wrapper saves 
50 per cent in labor. 

It is stated that 
the wrapper is cheap- 





er than labels and 
partitions, the wrapper itself costing little more than 
labels. Another advantage is the ease with which circu- 
lars can be packed with the merchandise. 

The wrapper was invented and patented by A. L. 
Bobrick; label designed by Aletha Hendricks; bottles 
manufactured by Owens-Illinois Glass Company ; wrap- 
pers by Container Corporation of America, and caps by 
Phoenix Metal Cap Company. 


* 


Wildroot Quinine Bouquet, a 
scalp invigorator made by 
Wildroot Company, Incorpor- 
ated, makes its appearance in a 
new bottle with a molded clo- 
sure and an attractive printed 
foil label. Corrugations on the 
base of the bottle facilitate 
handling. Label menufactured 
by Dennison Manufacturing 
Company 
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FARM PRODUCTS IN PACKAGES 
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A consumer demand for smaller, more convenient 
units, the desire for branded merchandise of known or 
recognizable quality merchandise and the preference of 
both consumer and retailer for attractive packages have 
become substantially established in the food industry. 
Obtaining recognition in this field primarily because of 
its utility, the package soon won favor through its more 
modern interpretation, for it was recognized by product 
manufacturers and retailers alike that the attractive, 
well designed package quickly outsold those which made 
little attempt, other than the appeal of convenience and 
protection, to gain the attention of buyers. With this 
acceptance assured, the packages used for old estab- 
lished products, as well as those for new products, are 
following the trend toward better and more consequen- 
tial designs, already accepted by many of the other 
industries. 

There is one branch of the food industry, however, 
which has been loath to accept the package, although 
that unwillingness, when analyzed, is found to be largely 
due to the methods of distribution, long and firmly es- 
tablished, and certain inherent prejudices. This excep- 
tion is found in the field of farm products which, from 
a merchandising standpoint, represents a somewhat dif- 
ferent set-up than that encountered in the ordinary dis- 
tribution of goods. The producers in this case consist 
of a great number of small truck gardeners who must 
depend on the commission man and the auction broker 
for their market. Commission men are fairly well set 
in their ways and are not inclined to look with favor on 
new ways of doing business, such as the adoption of 
packages. 

Today we find an increasing number of farm prod- 
ucts making their appearance on the market in pack- 
ages, and also that the idea is spreading to areas other 
than those in which the use of packages have become 
accepted practice. Potatoes have long been put up in 


convenient size bags, and more recently in fibre con- 
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tainers; small vegetables have had speedier acceptance 
in paper boxes with transparent window covers; toma- 
toes, celery, mushrooms and berries are among the 
latest converts to the package merchandise idea. The 
complete list is an imposing one, and is fast growing. 

And, aside from the convenience to the consumer 
which can and does express itself in sales, there is the 
added opportunity for new markets for the manufac- 


turers of packaging materials. 


ENCOURAGE FURTHER UNDERSTANDING 





Open interchange of opinions between machinery 
manufacturers and users should be given more en- 
couragement. This was indeed evident in a recent meet- 
ing, sponsored by MopeRN PacKaGING, during which 
representatives of both groups discussed their views. 

Manufacturers of package machinery or their repre- 
sentatives are constantly in contact with the users or 
potential users of their own equipment as well as that 
of other makers. They are familiar with the units that 
inake up the complete equipment used in various pack- 
aging operations amoung different industries. They are, 
in effect, the “scouts” of packaging, and as such can and 
do perform valuable service in passing along informa- 
tion with regard to accepted practices. 

It seems to us that such a plan, which is so very defii- 
nitely a part of the machinery salesman’s work, could 
well be encouraged among package production execu- 
tives. Interplant visits would certainly bring out many 
points of information that would be of mutual advan- 
tage to those making them and would add considerably 
to the knowledge now held by the latter group. 

It is our belief that there is far less of the so-called 
“trade secrecy” among package users than there has 
been in the past. This condition likewise exists among 
the machinery manufacturers—a healthy sign, and a 
welcome one to the packaging industry. 


KG Ruhr. 
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The eye simply can't resist 
displays like these 
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Designed and created by 
Dennison for leading 
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EALER display space is precious 
D space. Merchandise displays 
have got to sell goods—or out 
they go! 

Dennison displays have a way 
of getting “out front’, and staying 
there. They say LOOK to both the 
dealer and the customer. And at- 
tention means sales; and a selling 
piece means it's paying it’s own way! 

There's an interesting story of 
how Dennison finds the way to 
make a display piece successful. 
We'd like to tell it to you — with- 
out obligation, of course. Just fill 


in and mail the coupon below. 


DENNISON MANUFACTURING COMPANY, Dept. G-227 | 
Framingham, Massachusetts | 
Please send full details of Dennison’s Display Service. | 

I am checking other packaging items I am interested in. | 
_] Boxes C] Seals ] Displays | 

] Printed Cellophane C] Labels (C1 Package Inserts | 
I 
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REDESIGNING 


ACKAGE designs in the modern art require 
exceptional skill in their creation. —Indiffer- 
ently done, the designs are nightmares. [ffec- 

tively done, the results are distinctly successful 
in producing pleasing and vivid impressions. <A case 
in point is that of Arlette, Incorporated, of Louisville, 
Ky. Catering to beauty shops, it was essential not only 
to modernize but to create a lasting impression of 
quality. 

To begin with, it was essential to change the shape 
of the carton from the o!d form to a wider and flatte: 
form that would stack better when placed on _ the 
dealers’ or distributors’ shelves. The contents of the 
package are clearly indicated at the open ends of this 
carton, so that when lving flat on the dealers shelves 
the product is still identified and described. 

A silver mat foil was substituted for the “Pebble” 
surface foil that appears in the old style carton, This 
mat silver foil presents a better quality of appearance, 
and a finer effect was secured by the use of two colors 
as against the old combination of four 


While this does 


not materially reduce the cost of this carton it does 


blue and black 


colors on a “Pebble” surtace foil. 


provide it with a greatly improved effect as far as 
quality of appearance goes at no additional cost. 

The complete package consists of an outer carton, 
an inner bottle of lotion enclosed in a corrugated wrap 
and 100 wrapped wave-jackets. The change in the 
bottle design is indeed striking. The shape is retained 
but instead of a plain printed label there was _ sub- 
stituted a decorative label, black printing on a mat 
silver foil. The cap is also black and the entire effect 
is quite in keeping with the modern beauty shop. 
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FOR QUALITY 


Credit for the design goes to M. S. Ireys, adver- 
tising manager of the Reynolds Metals Company who 
produced the labels and cartons. 





Libby, McNeill & Libly has replace ad the red, black 
and yellow jacket which for more than half a century 
has identi fie d its cooked corned beef, with the modern 
blue and white label, distinguishing mark of most of 
the rest of Libby's 100 foods. The outmoded label, 
reminiscent of an age when printing and lithography 
were ian experimental stage, dates back to 1875 
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Yale & Towne 


protect polished surfaces with 






HEN a door lock is finished at the factory of the Yale & Towne 

Mfg. Co., the knobs and escutcheons are highly polished — their 
luster is a beauty to behold. But how to get the product to the customer 
without damage to the finish. Lustrous nickel and chrome finished pieces 
especially need protection. KIMPAK, that’s the answer. Each unit is 
wrapped in KIMPAK Crepe Wadding and then placed in its box. This 
gives perfect protection against scratches, mars, damage. 

For KIMPAK is a resilient wood fibre product, clean, soft as down. 
It contains no foreign substances —no harsh grit. In addition to pro- 
tecting finishes, KIMPAK can be used as a safeguard against jolts, jars 
or shocks. It serves many purposes in many industries for protection 
against damage in shipping. Write for samples and costs. Let us help 
solve your problems. 


‘ 
REG. U.S. PAT. OFF. ‘Dp 
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FOREIGN COUNTRIES 


CREPE WADDING 
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CREPE WADDING 
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e KIMBERLY-CLARK CORP., Neenah, Wis. 
| nN Address nearest sales office: 
Dp a 8 South Michigan Avenue, Chicago; 122 E. 42nd Street, New York City; 
sénaien counties 510 West Sixth Street, Los Angeles. 
Please send us sample and full information on KIMPAK. 
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PRACTICAL CONSIDERATIONS IN 
CLOSURE COLOR SELECTION 


(Continued from page 40) mar a lacquer coating, clear 


lacquer can be put on over polished brass and the finish 
retained in that way. Otherwise, brass finishes are not 
to be recommended. 

Exposure to water occurs with products in which the 
container is washed after filling or where it is immersed 
in a water bath, usually hot, for the purpose of process- 
ing the contents of the filled jar or can. This may have 
two results. If there is any likelihood of rusting such 
treatment is sure to start it. If the closure is coated with 
a lacquer or enamel, the coating must be chosen to with- 
stand softening under the action of the water, or it will 
be harmed and also may pick up particles of dirt from 
the water which will adhere to the softened coating and 
spoil its appearance. 

Those products which must keep their appearance for 
a long period, even when not exposed to any other harm- 
ful influences, must have their colors chosen to stand up 
under the effects of aging without losing their brilliance 
sufficiently to detract from the original color effect 
sought. 

Heat has the effect of softening many colored coatings 
and also of changing the colors of some. The heating 
process is mostly encountered with food products. Cer- 
tain food products are packed hot, while many food 
products must be pasteurized or sterilized after the con- 
tainer is closed. Pasteurizing is usually carried out at 
temperatures around 145 deg. F., although in some cases 
when the period of pasteurization is short, the heating 
will go as high as 165 deg. F. The usual time for low 
heat pasteurization will be over 20 minutes, for the heat- 
ing must be carried out for a long enough period to 
bring all the food to 144 deg. F., a temperature that is 
high enough to kill micro-organisms that might otherwise 
cause the spoilage of the product. 

Heating for sterilization is employed with some food 
products (mostly those of a non-acid character) and in- 
volves heating to some temperature above the boiling 
point and then holding the product at that temperature 
for a sufficient length of time to insure the object of the 
operation. Here again, the time of heating is governed 
by the necessity of bringing all the material in the con- 
tainer up to the boiling point. For this relatively high 
heating service, gold colored lacquers are best. 

Some study of the handling that the closure must 
withstand before reaching the consumer is necessary to 
the intelligent choice of a coating or other color. This 
handling may occur in the machines in which the con- 
tainer is closed and labelled, or it may arise in the opera- 
tions of placing the containers in shipping cases, or in 
other steps incident to distribution, 

The action of the material in the container is important 
in the choice of the color for a closure for two reasons. 
In many cases it is not possible to keep some of the 
product from coming into contact with the closure dur- 
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ing the operations of filling and closing. Where this 
contact is with the outside of the container, if the product 
acts to destroy the coating or to otherwise affect the color, 
choice must be made of something that is not acted upon. 
It is often the practice to coat or color the inside of a 
closure with the same medium that is used on the outside. 
Finally it is necessary to censider the conditions by 
which the closure is surrounded during storage and dis- 
tribution. Hazards encountered here that may react on 
the color and that should be considered before a color 
is chosen, include moisture, heat, dirt, chemical action 
from fumes or other causes (as might be encountered 
with lubricating oils), and abrasion due to movement 
during shipping. 
All of this may seem to make the choice of a color for 
a closure complicated. It need not be, however. What is 
needed is to determine carefully just what conditions the 
} closure must meet, and then to choose, within the limits 
thus imposed, a color that will give the best results and 
still approximate the desired color effect. While, in the 
light of the necessities as thus determined it may be nec- 
essary to forego some of the coloring that the artist or 
the advertising man has set his heart on, it must always 
be kept in mind that the closure is primarily for the 
purpose of keeping the contained product in proper con- 
dition and any additional advantage that may be secured 
from the use of color on it is just so much to the good. 


* 


The author of this article, E. E. Hogg, is a member of 

the Market Research Committee of Aluminum Seal Com- 

pany, New Kensington, Pa. He writes from a back- 

ground of experience obtained in cooperating with 

packers and manufacturers on the practical problems that 
arise in the use of closures.—Editor. 


* 





Smartness characterizes the new package used by 

Parfumerie St. Denis for Gardenia Royal soap. 

The cover of the box is of Artcote gold paper and 

carries a blue and gold label; base of box is blue 

flint paper. Each cake carries a label, a duplicate, 
in smaller size, of that on the cover 
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ERE is an old favorite in a really new 
H package—the Post Toasties cut-out car- 

ton. There is novelty appeal outside 
and taste-appeal within. Post Toasties’ appe- 
tizing flavor, enhanced by crispy freshness, 
retains its full value in every season, climate 
or locality. Sealed in an inner bag of Riegel’s 
Waxed Glassine, moisture and humidity are 
definitely excluded. 


No other liner used in cereal packages today 
affords the high degree of moisture protection 












found in waxed glassine. The special paper 
used in Post Toasties is one of a hundred and 
thirty packaging papers made in the Riegel 
Mills. Whatever your problem may be—visi- 
bility, protection or economy—you should find 
among them a paper to meet your need. 


Secure a copy of our packaging portfolio. It 
contains liberal samples and technical data of 
value to agency. designer or consumer. A brief 
line, or your card attached to this insert, will 
bring it promptly. 


RIEGEL PAPER CORPORATION 


342 MADISON AVENUE, NEW YORK 






JULY, 1933 
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} RHUBARB 


PACKAGING FARM 
PRODUCTS 


1—Packaged rhubarb is the most recent addition 
to the long list of farm products which are being 
marketed in packages. The new package was de- 
signed and produced for the King Farms Com- 
pany of Morrizville, Pa., by the Robert Gair 
Company, Inc., and has been unusually successful. 
The carton is light green with a panel in red and 
a complete selling unit of a dozen packages packed 
in a corrugated paperboard shipping case has been 
designed and is in use. 


2—-Trademarked strawberries packed in neat car- 
tons with transparent tops have just made their 
appearance in the New York market. The berries 
are being packed by a group of Suffolk County, 
Long Island, farmers who first experimented last 
year with a paperboard shipping case designed and 
produced by the Robert Gair Company, Inc., which 
proved extremely successful. The carton is at- 
tractively printed in two shades of green, with let- 
tering in white and the berries show to excellent 
advantage through the window top against the 
soft green of the carton. 


3—-Bunched asparagus is now being packed in 
attractive packages by the Starkey Farms Com- 
pany. A carton and a shipping case unit were 
designed and produced by the Robert Gair Com- 
pany, Inc., to merchandise this favorite vegetable. 
The carton is unusually attractive, embodying col- 
ors which carry out the asparagus idea. The body 
of the carton is a light green yellow and of the 
same color family as the stalks and a purple band 
carries out the colors found in the tips. 
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Schlemmer Wrapping Machine—Bench Model "A" 


Two Low-Priced Machines that will 


Cut Your Wrapping Costs! 


SCANDIA SHEETER—Above illustration shows reeling 


position. 


Below: Cutting position 





AX is shown the Schlemmer Wrapping Ma- 

chine (Bench Model A), which handles all 
papers (Cellophane, Wax, Kraft and Glassine Papers), 
with and without adhesives. It is readily adjustable to 
different package sizes, and has a speed of 10 to 15 
packages per minute. Heat units are attached for 
self-sealing papers. 


Price $275.00 and up, F.O.B., New York. 


At the left are two views of the Scandia Sheeter— 
which cuts 5,000 to 10,000 sheets of transparent cellu- 
lose per hour from rolls. 


Its price and adaptability . . . its speedy and easy 
operation . . . puts sheeting where it belongs . . . in 
the wrapping department . . . where sheets may be 
had when and how wanted ... fresh each day... 
avoiding left-overs and sticking of sheets in hot 
weather. Simple in construction .. . Easy to operate. 


Price $195.00 and up. 


Write for folders fully describing these machines. 


VALDOR SALES INC. 


330 Frelinghuysen Avenue 
Newark New Jersey 
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I—The new Griffin shoe 
polish display uses two large 
display pieces. One shows 
the effectiveness of white 
shoes in completing the 
summer outfits of a weil 
dressed couple while the 
other presents the various 
kinds of shoes which can be 
brightened by the polish, 
and also gives the selling 
arguments. These may be 
used together in one win- 
dow, as shown, or alone, de- 
pending upon the sise of the 
dealer's window. Created 
and manufactured by the 
Einson-Freeman Company, 
Ine. 

ultsen eos ed) 19 * 

2.—Hoxw a pretty young 
miss is awakened “on tine” 
by an Aristocrat alarm 
clock, is dramatically por- 
trayed in this colorful win- 
dow display made for the 
Aristocrat Clock Company, 
and designed particularly 
for chain store use. De- 
signed and manufactured by 
the Einson-Freeman Com- 

pany, Inc. 
* 

3—This display, offering a 
selection of packaged mer- 
chandise and free pussles, is 
designed to puli customers 
to the windows of drug 
stores through the lure of 
the cembetitive instinct. De- 
signed and manufactured by 
the Einson-Freeman Com- 
pany, Inc. 
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» » Keeping ahead of J 
Today’s Competition 


eS 


RPS I> 


5 ERE are many ways of securing a definite sales 


advantage by means of the package. A food or confection 


Kale 


F is placed in a package which displays the actual product; 
arouses desire—and sales goup... A smoking tobacco 
is given a special moisture- proof wrap, which keeps it 


fresher and more enjoyable — and a march is stolen on 





competition . . . An easy-opening tab is devised for the 
protective wrap on chewing-gum — and new favor is won 

for the product. These are just a few examples of the kind 
of package improvements which are helping to win sales 
these days for many products. 

The Package Machinery Company has played an im- 
portant part in the development of better packaging. All 
that we have learned in our many years of serving America’s 
leading package goods manufacturers is at your disposal. 

Consult Us 
a If you are seeking a better package to improve sales—or 
more efficient machinery to lower costs—consult our near- 


est office. 






PACKAGE MACHINERY COMPANY 
Springfield, Massachusetts 






NEW YORK CHICAGO LOS ANGELES 






Peterborough, England: Baker Perkins, Ltd. 


ae ee AT ee ts 
PACKAGE MACHINERY COMPAN 
J Over 200 Million Packages per day are wrapped on our Machines 
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INCREASING SALES BY DEVELOPING 
RETAIL PACKAGES 


(Continued from page 37) another commodity in the 


horticultural field. This is what is known as an earth 
band or plant band consisting of a square band of 
waterproof paper, 2 in. x 2 in. open at the top and bot- 
tom, designed for growing plants in flat boxes and for 
keeping the roots of adjoining plants separated. They 
have the further advantage that the seedlings may be 
transplanted to the garden without removing them from 
the band, thus not disturbing the roots and protecting 
Until the last 
few months these have always been sold in bulk. 

Recently the company developed a folding box of 
waterproof paper to hold a dozen of these plant bands. 
Both the box and the bands, which are collapsible, are 
shipped flat and when set up resemble an egg box in 
appearance. 

This combination is suitable not only for the protes- 
sional grower who may grow plants for sale by the 
dozen in the same box, but also has a definite-appeal to 
the householder who wants to plant his seeds in small 
It is packed, 


the stems from cut-worms while small. 


quantity in advance of the outdoor season. 








therefore, both in bulk for the professional and in an 
individual envelope for the retail trade. 

The envelope is of manilla paper, 6% in. x 834 in. 
in size, and has a green border of flowers and printed 
directions telling how to set up and use the box. Some 
of the lettering is also in green. 

Although this new package has only recently been put 
on the market and it is too soon to be able to give any 
quantitative results, the indications are that it has a 
real future with the retail consumer market. 

None of these packages are in any way elaborate or 
unique but these goods are the only ones of the kind 
handled in this way and the containers are adequate and 
successful for the purpose for which they are intended. 
The development is based on a growing public trend 
and change of taste, and is interesting as an indication 
of the need of being in close touch with everyday life 
in order to merchandise effectively. 


* 


R. C. Floyd, sponsor for the foregoing article, is assist- 

ant to the president of Bird & Son. The article was 

written by Francis A. Westbrook, one of the regular and 
valued contributors to MODERN PACKAGING 


NOW EMBOSSED COLLAPSIBLE TUBES 


HE application 
of embossing to 
collapsible tube 
decoration, so 

far as MopEeRN Pack- 

AGING is aware, is 

quite new and presents 

interesting possibilities 

in expressive design. 

In offering its ‘Princess Louise Shampoo” to the trade, 

the Pharma-Craft Corporation of Louisville, Ky., makes 


use of this idea. The embossed design on the tube is in 


two shades of blue and black, and a black molded cap 
is used. The cartons carry a matching design. 

It is stated that in comparison with other shampoos, 
Princess Louise Shampoo displays all the detergent pro- 
perties of soap. It emulsifies oils, loosens dirt and cleans 
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materials but does not 
break down like soap 
shampoos which set 
free fatty acids and 
caustic alkali to exer 
their harmful effect on 
the hair, textiles or 
skin. This informa- 
tion is included in the 
insert which is to be found around the tube in the carton. 

The package was designed by the Pharma-Craft Cor- 
poration ; tubes were made by A. H. Wirz, Inc., and the 
cartons made by the Gardner Richardson Company. 

As applied to the decoration of these tuhes the em- 
bossing produces a particularly pleasing effect, adding a 
daintiness to the colors used that is quite in keeping with 
the contained product. 














A 








ws i pa cal a thnk 


NL cas 





























SEMI-FREE FLOWING PRODUCTS 








MACHINES 
for all 
PACKAGING PURPOSES 
—AUTOMATIC— 


Carton Forming machines 
Carton Sealing machines 
Net type Weighers 

Gross type Weighers 
Volumetric Fillers 

Carton Lining machines 
Wax Wrapping machines 
Coupon Folders and Feeders 
Labeling machines 
Container Sealing machines 


—SEMI-AUTOMATIC— 


Carton Sealing machines 

Net type Weighers 

Gross type Weighers 
Volumetric Fillers 

Cellophane Wrapping machines 






























































Above is shown the Packomatic Carton Filling and Seal- 
ing Machine, with automatic multiple net weigher, which 
operates at a speed of 60 or more cartons per minute. It 
requires only one operator. Commercially accurate weights 
guaranteed. Settling device furnished if required. 


For Products Requiring Force Feeding 


The Packomatic Gross Weigher, with auger type feed, 
is furnished in place of the net weigher when the products 
to be handled require force feeding throughout. 


These machines are used with great success for packag- 
ing many nationally known products. They operate con- 
tinuously and efficiently with practically no cost for main- 
tenance and upkeep. 


A catalog fully describing this and other Packomatic 
packaging machines will gladly be sent on request. 


& 


PACKOMATIG 


PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 


Branch Offices: 


NEW YORK CLEVELAND SAN FRANCISCO 
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HERE AND THERE 





The eighteenth annual convention of the Can- 
adian Paper Box Manufacturers Association was held 
at Bigwin Inn, Lake of Bays, Ontario, Canada, June 
26th and 27th, and was well attended. The regular 
convention meetings were held on Monday morning and 
afternoon, with Tuesday given over to the entertain- 
ment of members and guests. The annual banquet 
was held on Monday evening. 

Speakers on Monday morning included the follow- 
ing: G. M. Hobard, president of the association; D. I. 
A. Charlton, editor of Mopern PAcKAGING, “Selling 
The Modern Package”; Thornton Purkis, advertising 
counsel, “Sterlingaria” ; C. V. Hodder, managing secre- 
tary of the association, “The Basis of Estimating’’: 
F. A. Fielder acted as chairman of “Everybody’s Hour,” 
during which several subjects of interest to members 
were discussed. 

Addresses during the afternoon session were given 
by the following: Prof. E. D. MacPhee, “Cost and 
Cost Control in the Paper Box Industry”; L. F. Win- 
chell, “Board and Box Manufacturers”; Arthur 5. 
Allen, “Color Values.” Following the reports of com- 
mittees, a clinic and round table packaging conference 
Clouse. 


was held under the chairmanship of F. L. 





D. E. A. Charlton addressed members of the Asso- 
ciation of Canadian Perfumers and Manufacturers of 
Toilet Articles, also members of the Advertising and 
Sales Club of Toronto and of the Canadian Association 
of Advertising Agencies, at a dinner given the evening 
of June 27th at the Royal York Hotel, Toronto, Can- 
ada. Mr. Charlton spoke on the subject “Packaging 
for Consumer Sales.” J. O. Deegan, vice-president of 
Anchor Cap & Closure Corporation of Canada, Ltd., 
presided as chairman of the meeting in the absence of 
J. B. Kennedy, president of the association. Adam 
Smith, president of the Canadian Association of Ad- 
vertising Agencies, expressed the thanks of the associa- 
tions present to Mr. Charlton for his talk. 


Glazed and Fancy Paper Association, affiliated 
with the American Paper and Pulp Association, has 
changed its address from 146 Chestnut St., Spring- 
filed, Mass., to 280 Main St., Fitchburg, Mass. Leon- 
ard I. Houghton has resigned as secretary and treas- 
urer, and George Butterfield has been appointed to 


these offices. 


Jackson Sales Company, Cary St. at Eleventh, 
Richmond, Va., has been appointed to represent the 
Cin-Made Corporation for the entire state of Virginia. 
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Robert Emanuel Staebler, president and general 
manager of the Kalamazoo Paper Box Company, Kala- 
mazoo, Mich., died on June 10th. 


Parker Cook, vice-president and secretary of the 
Maryland Glass Corporation, died on June 6th. 


Triple Action Advertising Company, with offices 
at 1947 Broadway, New York, has recently been formed 
and combines the facilities of several established com- 
panies into a complete unit, prepared to render any or 
all of the following services: sales and marketing coun- 
sel; advertising copy and layout, window displays, etc. ; 
printing and lithographing; house to house distribution 
of literature or samples; installation of window dis- 
plays. Correspondence is invited from manufacturers 
who have a distribution problem in the Metropolitan 
area. 


Syracuse Container Corporation has been formed 
to take over the business of Delavan Corrugated Box, 
Inc., Syracuse, N. Y., and the Seneca Fibre Products 
Company of Skaneateles, N. Y. The newly formed 
company is affiliated with Robert Gair Company, Inc. 


In connection with the tight-wrap label shown on 
page 40 of the June issue, it was stated that the labels 
were furnished to MopERN PACKAGING by courtesy of 
Woodward & Tiernan Printing Company and Stokes & 
Smith Company. This statement is in error inasmuch 
as the labels were furnished by the Artcraft Company 
of Detroit, Mich., through the courtesy of the Detroit 
Soda Products Company. 


General Printing Ink Corporation, 100 Sixth 


Ave., New York, has created an “advertisers’ research 
bureau” for the use of advertising agencies and adver- 
tisers. Not only will this department disseminate ink 
information but will also help to solve ink problems by 
doing experimental work and research work for those 


who use printing. There is no charge for this service. 


A representative group of manufacturing execu- 
tives, together with representatives of leading package 


‘ 


machinery manufacturers attending the ‘‘get-together” 
meeting at the Permanent Packaging Exhibit the eve- 
ning of June 21. This conference was held in con- 
junction with the showing of machinery-assembled pack- 
ages and packaging equipment which occupied the ex- 
hibit rooms during the month of June and will be 
continued until July 15. Charles Luckey Bowman, 


vice-president of Cowan & Dengler, advertising coun- 
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IMPROVE YOUR SALADS 


CAIN’S 
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Tue John E. Cain organization realize 
that by putting their product within easy 
reach of the shopper, they are providing 
that additional sales urge which is so vital 
in the building of more sales. 

They realize, too, that in coming to Forbes 
for these items they will obtain the ulti- 
mate, both in production and in merchan- 
dising knowledge and technique. 
Point-of-Purchase Displays, such as Forbes 
Patented Baskets and Floor Stands, give 
the buyer a chance to buy, and promote 
impulse sales. 


CONSULT FORBES 


FOR MERCHANDISING 


7 IDEAS 





























JOHN E.CAIN 
®Oston, MASS: 
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LITHOGRAPH MEG. CO 
PO. BOX S130, BOSTON 
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sellors, was the principal speaker and told of his many 
experiences in packaging operations while general man- 
ager of the Stanco Division of the Standard Oil Com- 
pany. Mr. Bowman pointed out many instances where 
close cooperation and understanding between package 
machinery manufacturers and their customers had re- 
sulted in increased efficiency in production. Other 
points of view as bearing on the subject were discussed 
by W. M. Bristol, Jr., Bristol-Myers, Inc.; Albert J. 
Sterling, Consolidated Packaging Machinery Corpora- 
tion; Arthur Axberg, Johnson Automatic Sealer Com- 
pany; Joseph F. Reis, B. Manischewitz Company; E. 
B. Headden, Valdor Sales, Inc.; George Switzer, pack- 
age designer, and D, E. Maxfield, Stokes & Smith 
Company. 


Coloramic Containers, Inc., is the successor to 
Colorcraft Containers Company, manufacturers of 
decorated bottles and jars made in all pastel tints and 
two-tone effects, in opal or flint glass. The head office 
and plant of the company is at 1120 Central Ave., 




















P. O. McKINNEY 


Cleveland, Ohio. Officers are as follows: A. L. Tor- 
rance, president ; P. O. McKinney, vice-president ; How- 
ard E. Hendershott, secretary, and A. E. Etter, treas- 
urer. Louis D. Deverich, 11 West 42nd St., New 


York, is eastern representative of the company. 


American Colortype Company, 1151 Roscoe St., 
Chicago, has recently issued a booklet “Color Progress” 
which outlines the basic principles of light and color in 
relation to engraving and printing, as cxemplified by the 
exhibit shown by the company at The Century of 


Progress. 


Modern Industrial Designers are now established 
in new quarters at 604 Hughes Bldg., Portland, Ore. 
The personnel consists of Will Pearce, Bernard Heims, 
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Earl Heims, Hubert Pelkey and Edward Rodgers. The 
company does no manufacturing. Its service embraces 
the planning of products, physical construction of pack- 
ages, production supervision if desired, designing of 
trade marks, labels and packages; selection of shapes, 
colors and materials. 


The Dewey and Almy Chemical Company has 
just received word that they have won a suit brought 
against them, and prosecuted in German courts, for 
nullification of one of their basic patents covering con- 
tainer closures. 


Container Corporation of America has acquired 
the Wabash, Ind. mill of The United Paperboard Com- 
pany. L.A. Gaughn of the Chicago office will continue 
in charge of sales for the Wabash division. 


Pinaud, Incorporated, has recently undergone a 
complete reorganization and is now headed by Jacques 
Heilbronn as president and Marcel Michelin as vice- 
president. The new administration will maintain close 
cooperation with the trade in general and, through far 
reaching merchandising programs, endeavor to insure 
profitable distribution and friendly contacts. 


Collapsible tube manufacturers held a series of 
meetings June 19, 20 and 21 at the Sea View Golf 
Club, Absecon, N. J., during which was formed the 
Collapsible Tube Manufacturers Association, Inc. In 
addition to adopting the constitution and by-laws, there 
was also formulated and adopted a code of ethics, trade 
practice rules, uniform contracts, and other provisions 
required under the National Industrial Recovery Act. 
The industry was represented 100 per cent at the meet- 
ings and is one of the first to present its trade prac- 
tice code to General Hugh S. Johnson in Washing- 
ton, D. C. 

Officers and directors are as follows: president, Stan- 
ley Rumbough, White Metal Mfg. Company; vice- 
president, Frederic Remington, Peerless Tube Com- 
pany; directors, A. S. Darlington, A. H. Wirz, Inc. ; 
Henry P. Scott, Jr., Bond Mfg. Company; George 
Duboff, Art Tube Company ; executive secretary, Mel- 
ville D. Church, Washington, D. C. 

The executive committee appointed to work with Mr. 
Church and to interview General Johnson for the adop- 
tion of the industry code consisted of the following: 
Tracy Sheffield, New England Collapsible Tube Com- 
pany; William M. Rose, Sun Tube Company. 

Members of the committee who formulated the code 
of ethics, trade practice rules, uniform contracts, ete., 
consisted of the following: Tracy Sheffield, New Eng- 
land Collapsible Tube Company; Joel Krorman, Victor 
Metal Products Co.; Wm. M. Rose, Sun Tube Com- 
pany; Charles A. Tome, Bond Mfg. Company; A. W. 
Paul, Jr.. Wheeling Stamping Company. 
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VERSATILITY 


Four Examples Show How It Pays to 
What Johnson Engineers Can Do for 


Consider the packaging problems which were solved as 
shown by the examples pictured here. In each case the 
manufacturers simply asked us what we could do for them. 
They either presented a problem to us, or asked our engi- 
neers to find the point in their packaging lines which could 
be improved. 

Several of these successes started new trends in packag- 
ing. Each stimulated sales by the influence of the new 
package. 

In many other cases a new Johnson Machine made 
vital differences in packaging speed, equipment and ma- 
terial costs without altering the appearance of the product, 
but definitely increasing the manufacturers’ profit margin. 

The immense possibilities that are open to you upon 
consulting these experienced engineers can be opened up 
simply by sending the coupon below. Just ask us what 
we can do for you. 


Johnson Automatic Sealer Co., Ltd. 
Battle Creek, Mich. 


OHNSON 


Greater Capacity 
PACKAGING MACHINERY 
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Many advantages were seen by the Jefferson Island Salt Co. in a hexagonal 

salt package. The loose contents required waxed paper wrapping which no 

machine could manage on the odd shape. But a Johnson Machine was built 

which very efficiently performed the six-way end fold, as well as seal the tops 
and bottoms of the hexagonal cartons at high speed 





Ask 
You 





A very special problem was involved in packaging the individual 

size of Kellogg’s Corn Flakes: How to keep costs proportionately 

low on so small a carton? The Johnson Located Panel Design 

Machine scored the victory. By an electric eye the machine “sees” 

where to place the printed wrapper on the carton panels. An entirely 
new commercial type of package! 





A stationery manufacturer saw big sales possibilities in packages of 

paper and envelopes wrapbhed in transparent cellulose. The bellows 

effect of air in the envelopes and the “fanning’’ of loose sheets 

made available machines impractical. Yet Johnson engineers pro- 

duced an efficient high speed machine and thus indirectly a highly 
successful package. 





Early in the vogue for transparent wrapping Johnson engineers de- 
veloped machines for “open top” packages like the one illustrated. 
Such packages have proved big sellers. 
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Battle Creek, Michigan. 
Please have a representative call and explain new develop- Firm 
ments which might improve our package costs or sales. Our 


product is 
We are particularly interested in City 


(j) Send information at once by mail. 


JOHNSON AUTOMATIC SEALER CO., LTD. Name 


Address 


State 
MP 7-33 
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MACHINERY 


Included in this department are the new de- 

velopments in Packaging Machinery and Equip- 

ment and Package Supplies, briefly described 
for the service of our readers 


NEW WEIGHING AND FILLING DEVICE 


"pice of a wide variety of food products, 


such as beans, peas, coffee, cereals, dried fruits. 
crackers, nut meats, and lard will be interested in the 
announcement of a new, improved precision weighing 
and automatic filling device, recently developed by 
Toledo Precision Devices, Inc., and marketed by the 
Toledo Scale Company, Toledo, Ohio. It is stated that 
device has five outstanding features: amazing accuracy, 
net weighings, elimination of errors, automatic-check, 
and minimum breakage of commodities or products. 

This device is said to weigh as high as 1,000 1-lb. 
packages an hour to an accuracy of 1/16 0z., which 
means substantial savings in materials and manufac- 
turing costs. The second unique feature is that all 
drafts are net weighings, the weight of the container 
not being included in any part of the weighing opera- 
tion. ‘Third, breaking, cutting, and crushing of the 
commodity, serious problems in many weighing opera- 
tions, are practically eliminated. 

In addition, all operations are error-proof, because 
the device is electrically interlocked 
against inaccuracies due to mechani- 
cal fault. The fifth feature, exclu- 
sive on Toledo weighing equipment 
is self-checking. If desired, the pre- 
determined net weight can be easily 
and quickly checked on a clearly- 
marked chart at any time during a 
run, by pressing a button and with 
but a slight pause in the operation. 

The Toledo precision weighing 
and automatic filling device con- 
tains many other valuable features, 
vital to packing. It is entirely auto- 
matic. It has facilities for continu- 
ous weighing and fast filling. A 
Trayco vibrator feeder and a pre- 
weigh hopper on a precision, pre- 
determined-weight scale measure out 


to within a small percentage of the 


Precision weighing and automatic filling 


Aevice 
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total load. Material is automatically dumped into the 
final weigh and dump hopper, where another Trayco 
vibrator feeder sifts-in material to the exact weight de- 
sired, and then it is automatically discharged into the 
container. While sifting is going on in the weigh-and- 
dump hopper, preliminary weighing operations are be- 
ing performed in the pre-weigh hopper. All opera- 
tions of filling, cutting off, discharging, for pre-weigh- 
ing and final weighing are interlocking in their opera- 
tions, making it possible to keep up with a very high 


volume of production. 


PHOTO-ELECTRIC COLOR MATCHER 

HE Westinghouse photo-electric color matcher is a 
7 portable, comparatively inexpensive device for 
matching colors. It is arranged to compare samples at 
three points of the visible spectrum indicating whether 
two samples are matched. It does not analyze samples 
into the respective constituents. The color matcher is 
especially valuable for the following applications: 
Sample painted and lacquered paddles can be tested 
with great accuracy or a standard paddle can be com- 
pared with finished wall of a house with equal accuracy. 
Its value in the field of printing and lithography is in- 
dispensable for paper stocks and inks. It can also be 
used for matching dyes, pastes, food, coffee, etc. 

The construction of the color matcher permits its use 
in any position. In general, it is intended to be placed 
on the samples to be compared or its position reversed 
so that samples may be 
placed on the aperture for 
comparison. Light weight 
and a long flexible exten- 
sion cord permit adjust- 
ments in its position as re- 
quired. 

The power supply — is 
operated entirely from a 
110-115 volt, 00 cvcle 
source, no batteries what- 
ever are required though 
they may be substituted if 
desired. A_ rectifier tube 
and filter circuit provide 
plate and grid voltages for 
the matching circuit. The 
matching circuit consists of 
a low grid current amplifier 
tube, photo-tube, coupling 
circuit and sensitivity con- 
trol. A sensitivity meter ts 


provided for reading from 
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Not Simply Colors on Tin 
..But Creative Desiqns.. 

















HEEKIN 
DESIGN 
SERVICE 
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OLORS on Tin— unmatched, hideous to 

the eye — unfair to the product in the 
container, often stop the sale at the point of 
purchase. Heekin trained designers are at 
your beck and call to put sales appeal into 
your Lithographed containers. They will 
take colors and blend them into an enchant- 
ing invitation to the customer to buy... 
Colors and designs that step forth from the 
displays upon the shelf, the counter or the 
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window, like a general at the head of a 
procession. Heekin Lithographed Contain- 
ers catch your eye in every State, in every 
city, in many foreign countries. Heekin 
colors are firm, lasting, pure in tone and 
in combination because Heekin grinds and 
blends its own color. Let our designers 
work with you . . . of course there is no 
obligation. THE HEEKIN CAN CO., 
CINCINNATI, OHIO. 


HEEKUL 


Lithographed 


CANS 
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New photo-eleciric 
color matcher 


0 to 20 with the number 10 appearing in the center of 
the scale. There are two sets of numbers on the meter 
so that it may be read in the usual way or inverted. 

The optical system is independent of daylight or ex- 
ternal artificial light. It is made up of four major parts, 
the lamp, a set of color filters, a lens and mirror, and 
an integrating chamber. The photo-tube is the common 
unit between the optical and electrical systems. The 
lamp is the standard concentrated filament type and is 
run at low voltage to insure long life. The three-color 
light filter permits comparison at separate color points, 
namely, blue, green and red. These three represent the 
short, medium and long wave lengths in the visual spec- 
trum. 

A three position color screen permits comparison to 
be made between a sample and a standard in each of 
three bands of the spectrum, blue, green and red. In 
comparing a sample with a standard, each band of the 
color screen is used. Comparison consists of iden- 
tifying the sample as “lighter,” “darker,” or “match- 


ing’ the standard in each band. 


A NEW KNURLED S T CAP 


N important improvement in an all-metal cap has 
—" just been announced by the Phoenix Metal Cap 
Company, Inc., 2444 West 16th St., Chicago. This de- 
velopment consists of a diamond knurled S T cap 
which is said to be the first example of a straight-sided. 
all-metal cap provided with a knurl, or any other form 
of projection to aid in removing it from a package. 
The diamond knurl, which is shown in the accom- 
panying illustration, gives a new appearance to the 
plain, straight-sided metal cap, and provides a more 


Improved, all-metal S T cap 
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secure grip for moist fingers when removing or re- 
applying. 

The diamond knurl can be provided in all bottle sizes 
of the S T cap, from No. 18 to No. 33. There is no 
extra charge for this feature over and above the stand- 
ard straight sided S T cap. The diamond knurl is, 
of course, optional with the customer. 


NEW CARTON FILLER AND SEALER 


ACKERS of food and other products will welcome 
the appearance on the market of an entirely new 


type automatic carton sealing and filling machine, the 


development of which was recently completed by the 
J. L. Ferguson Company, Joliet, Ill. 

This new Packomatic machine was specially designed 
to fill the gap between expensive high speed machines 


New adjustable carton filler and sealer 


and impractical devices for hand operation. It is rapid- 
ly and easily adjustable for a wide range of package 
sizes, and no change parts are required. All opera- 
tions in the sealing and filling of cartons are performed 
automatically. It is stated that one operator easily pro- 
duces 30 packages per minute. 

Like other Packomatic machines, this one is of the 
continuous motion type, eliminating the usual wear and 
tear when intermittent motion is employed. Being 
equipped with two scales of net weight type, which 
operate alternately, the cycle for weighing is such ‘that 
greatest accuracy is obtainable. 









ome 
new 
the 
the 


ned 
nes 


id - 
ge 
ra- 
ied 


the 
nd 
ng 
ich 
lat 


























RESINOX 
The mark of excellence 


Articles moulded with Resinox are 
distinguished by all those character- 
istics which go to make up fine qual- 
ity: uniform color—freedom from 
blemishes—enduring strength. For 


molding material of the finest quality. 


Specify Resinox 


MOLDING RESINS ¢ MOLDING 
COMPOUNDS e¢ LAMINATING 
VARNISHES 





‘Resinox (Corporation 








A Subsidiary of Commercial Solvents Corporations and Corn Products Refining Co. 

















NEW YORK CITY 





230 PARK AVE. 
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PACKAGE AND DISPLAY SUSTAIN 

SALES OF RAZOR BLADE STROPPERS 
(Continued from page 27) the 
scheme as the display card—blue in the center and orange 


use of same color 
at each end. The lettering on the blue portion is orange, 
and on the orange background it is black. At each end, 
in the orange colored portions, are pictures showing the 
stropper and how it is used. The price is also clearly 
shown. 

Comparing sales with previous periods does not give a 
fair measure of the value of this new package and dis- 
play. Sales of the item itself, while comparing favorably 
with last year, would have been far less had it not been 
for the package and display material given the dealer 


to use. 


* 


C. N. Turner is sales manager of the Bearsdley & Wol- 

cott Mfg. Co. The information contained in the fore- 

going article under his signature was told to and written 
by Francis A. Westbrook 


NEW NUT AND CONFECTION 
DISPLAYS STEP UP SALES 


The Tom Huston Peanut Company of Columbus, 
Ga., has consistently maintained alert merchandising ef- 
forts in the planning of the packages and displays used 
for its products. The advantage of this policy is evident 
in the past performance of the company and its rapid 
growth, even in the face of adverse conditions. 

When the reduced purchasing power of the public be- 
came noticeable, some little time ago, the Tom Huston 
Peanut Company set to work, harder than ever, to over- 
come this condition by increasing the size of its pack- 
ages, adding new products to the line, increasing out- 
lets, and improving the attractiveness of its packages. 
The results have been most gratifying. 

An entirely new type of folding carton for cellophane- 
wrapped mints is the result of much painstaking experi- 
mental work and comprises one of the most attractive 
displays on the market. This carton was designed by 
Douglass Mobley of the Standard Printing Company. 
Similar, and equally as attractive packages, are now in 
process of completion for chewing gum, fruit drops, 
and other products. The art work for these cartons was 
done by J. C. Harris of the Standard Printing Com- 
pany, operating under personal orders from Walter A. 
Richards, president of the Tom Huston Peanut Company. 

New display racks for pecan meats (as shown in the 
illustration) and for toasted cashews were developed by 
A. C. Lewis, purchasing agent for the company. They 
are part of a series of four nut racks, standardized for 
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size, to insure maximum economy in production. They 
are shaped to emphasize the Tom Huston Peanut tri- 
angle trademark, and have already proven to be a most 
acceptable addition to the line. In addition to the two 
nut displays, the company is also bringing out a simila 
display for almonds with green in the place of light 
blue on the pecan display, and another for black walnuts 
with white in place of the light blue. 

For the nut displays, slotted strips, carrying the word 
“Fresh,” provide support and overcome a_ tendency 
toward top-heaviness, as well as improving the attractive- 
ness of the displays. The displays all fit the same size 
of sleeve and shipping case. 

The nut display racks were manufactured by the 


Southern Folding Box Company and the mint cartons 
by the Birmingham Paper Company. 
were produced by the Standard Printing Company, a 
subsidiary of the Tom Huston Peanut Company. 


Labels for both 





Simplified Practice Recommendation No. 148-32, 
covering glass containers for cottage cheese and sour 
cream has been accorded the required degree of writ- 
ten approval by the industry, and may now be consid- 
ered as in effect, according to an announcement by the 
division of simplified practice of the Bureau of Stan- 
dards, it has been officially announced This recommen 
dation, which was proposed and developed by the in- 
dustry, is concerned with the base diameter, height of 
bottle, height of finish, cap seat diameter, and over-all 
diameter of finish or roll of bottles, the capacities of 
which are 8, 12 and 16 fluid ounces. 
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ADHESIVES 


FOR MOISTUREPROOF 
TRANSPARENT CELLULOSE 








NEW YORK 


Our formulas are acclaimed wherever 
used as highly satisfactory from every 
standpoint. Unexcelled for the manu- 
facture of bags, window cartons, win- 
dow envelopes and for sealing wrappers 
—by hand or machine. 

Adhesives for coated papers of all de- 
scriptions are a_ specialty with our 
laboratory. 


If you have a problem, write us. We 
have a solution for it. All formulas 
reasonably priced. Samples gladly 


furnished. 








UNION PASTE CO. 


Meprorpb. Mass. 
































Decent Your 
Molded Packaging Problem 
to the House that Has 


the Solution 


















American Record Cor- 
poration, with more 
than fifty years’ pre- 
cision molding experi- 
ence, is better pre- 
pared to meet your 
requirements . . . for 
any type of CUSTOM 
MOLDED container, ot 
any plastic material, in 
any shape, design or 
color. Tell us your 
problems! 


CORPORATION 


SCRANTON, PA. 


HOLLYWCOD, CAL. 





CLEVELAND 


CHICAGO DETROIT 
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all 
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46 Avenue L 














Tablet, Pill and Powder 


Manufacturers 


In many cases we believe Hycoloid offers dis- 
tinct packaging advantages over glass. This be- 
lief has been confirmed by the satisfaction of 
a number of prominent manufacturers who are 
now using Hycoloid for their products. 


Hycoloid tubes, jars and vials are supplied in 
ten different attractive colors—either crystal 


clear or opaque. 


A decided advantage of Hycoloid over glass is 
this fact: Hycoloid is 80% lighter. Think of 
what this means as far as shipping charges are 
concerned. You ship merchandise in glass 
weighing 100 lbs. You can send the same amount 
of merchandise in Hvycoloid containers. It will 
weigh only 20 lbs. 


Another important consideration: Hvycoloid will 
not break. You can drop Hycoloid containers 
on the floor. You can ship them as far as you 
like, with as little wrapping as you like. Still 
Hycoloid will not break. Think of this saving. 
Instead of the usual paper label, permanent 
labels can be processed in as many as four 
colors on Hycoloid. These do not flake off nor 
crack. They have proved very effective. 


We shall be glad to supply any manufacturer 
interested with further details in regard to Hyco- 
loid. Send us a sample of your product or group 
of products and we shall be pleased to show 


you how attractive Hycoloid packaging can be. 


Hygienic Tube & Container Co. 


Newark, New Jersey 


in tubes, jars and vials 
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PACKAGE IDENTIFICATION 
AND PROTECTION 
(Continued from page 25) 
because he painted his dwelling. 

The well-dressed package would seem to have a com- 


tax upon a home owner 


plete alibi against any charge of premium guilt, even 
if it were dominantly ornamental. But there is the 
further consideration that the vast majority of so- 
called “premiumized” packages are either “convenience 
packages” or “utilitarian packages.” That is to say 
these plus-packages are capable of simplifying or shor- 
tening household service, as, for example, in the case 
of the self-measuring devices built into countless con- 
venience packages. Or else, instead of the convenience 
asset, we have the utilitarian qualifications of the 
“double-purpose package” which, when the original con- 
tents have been withdrawn, is painlessly converted to 
re-use or after-uses. Plainly, packages ought to be 
outside any controversy over premiums. But are they? 
Concrete evidence of how much harm may be worked 
by irresponsible talk and faulty reasoning with regard 
to package status is seen in the confused situation which 
exists in certain branches of the baking industry. Con- 
cerns with all plans made for the use of specially de- 
signed containers have held up operations out of fear 
that their colorful boxes might be denounced in a mas- 
sacre of premiums. Some few firms, desirous of play- 
ing safe, have even contemplated the use of cheap card- 
board boxes instead of the decorated tin containers here- 
tofore featured and which the trade and the public have 
come to expect in annual or seasonal models. 
Incidentally it may be mentioned that, whereas there 
is no direct connection between the two forms of hys- 
teria, the agitation over ‘“‘premiumized” packages is, sen- 
timentally, on a par with its twin, the movement wherein 
a few soap-box orators are theorizing that containers 
should be compelled by law to bear, in cost, a fixed 
relationship to the value of the package contents. The 
only danger in either case is that the propositions may 
appear so fantastic that no person will take the trouble 
to speak authoritatively for the packaging industries in 
exposure of the fallacies of the doctrines. Perhaps the 
best single answer would be found in a showing of the 
savings of mass production made possible by wide- 
spread consumer-acceptance of the package which pays, 
in one way or another, an extra dividend upon a normal 


investment. 


VEN if, despite all the incongruities, there is a dis- 
C position to associate ornamental packages with 
simon-pure “premiums,” yet have packagers nothing to 
fear. The interpretation of everything in the premium 
sphere as nefarious instruments of price demoralization 
is not justified and will not stand when the codes are 
finally shaken down under the Industrial Recovery Act. 
To begin with, it is patent that premium distribution 
cannot be accounted a method of price cutting or secret 
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rebating in a commodity line where, as so often happens, 
all trades are wont to give premiums habitually or in- 
termittently. 

The crux of the matter consists, though, in the fact 
that, however extravagant, the cost of premiums is not 
a “loss” chargeable to selling but an investment charge- 
able to advertising. Some of the most successful users 
of premiums or of the packages that, in the eyes of en- 
vious competitors pass for premiums, cheerfully absorb 
the cost as consumer-discounts for cash and for quan- 
tity purchases. But, even the most ethical accounting 
formula will accept outlay for premiums, etc., as over- 
head in advertising. One nimble wit has suggested 
that if a gift packager is ever called upon to acquit his 
pet specials, all he has to do is to make a public offer 
to buy back from consumers, at cost, empty ornamental 
containers. The risk of getting any considerable num- 
ber of “returns” would be slight indeed, yet would he 
righteously put himself on an equality with the com- 
petitor who uses the plainest and cheapest package. 


()s the chance that the state of “nerves” over the 

Industrial Recovery program may bring a more 
sensitive consciousness on the whole technique of pre- 
miumizing and “promotional” packaging, perhaps we 
should have a look at Uncle Sam’s attitude as already 
disclosed. We do not have to wait, on this score, for 
a formal translation of the terms of the Industrial Re- 
covery Act. The Federal Trade Commission has al- 
ready worked out and imposed upon business groups 
or individual firms a fairly complete code of premium 
properties. 

According to this construction, there are several basic 
“don’ts” to be observed in premium and promotional 
merchandising. Misrepresentation of the nature or 
quality of a premium is the first taboo. Alongside it 
ranges the ban on “gift” and “prize” enterprises that 
are in the nature of a lottery or dependent upon luck 
or chance. Third in the trio of cardinal principles is 
avoidance of the use of the word “free” in a way to 
imply that a premium or “extra” is given as a gratuity 
when such is not the fact. If the ultimate consumer 
pays, in the inclusive retail price, for an extraneous fea- 
ture, be it a detached premium or a special package 
that is first a carrier and then a premium or near- 
premium, he must not be told that the added attraction 
is a bonus pure and simple. 

Official Washington has not contradicted the premise 
that premium giving, alike to the provision of conveni- 
ence packages and utilitarian containers is, in effect, a 
form of advertising. But the Federal Trade Commis- 
sion has set its face against any distortion of the ad- 
vertising role. Now and again a trader—especially a 
trader using coupons redeemable in premiums—has been 
guilty of using in his advertising statements capable of 
giving a wrong impression with respect, say, to the pur- 
pose or duration of a “special offer.” The Trade Com- 
mission pounces upon such subterfuges. But it is only 







































Driving screw-on caps— 
54 mm. size 


STOP THE LOSSES 


caused by loose caps. 


The Haskins sales engineer is anxious 
to arrange a trial demonstration at your 
plant in order to prove to you the 
ability of Haskins equipments to elimi- 
nate forever the problem of leakage 
and resulting losses due to loose caps. 


Sensitive controlled cap chucks fur- 
ther insure positive driven plastic and 
decorative metal screw caps without 
marring finish or breakage. 


Send us samples of caps and con- 
tainers for additional information and 
prices on equipments and chucks. 


R. G. HASKINS CO. 


4652 W. Fulton Street Chicago, Illinois 











Flexible Shaft Type BCF 








THAT IS the magic 
key which unlocks many a purse every 
day and “‘closes the sale” when the package 
possesses eye appeal so irresistible to Mrs. Prospect. 
Look to your package design! And let “HATCH 

of Lowell” point the way with an original idea. 


The C.F. HATCH Company 


Lowell, Mass. 
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“misrepresentation” and “fraud” in the use ot pre- 
miums to which objections have been raised at Wash- 


ington. 


HIE Government has sprung a really-and-truly sur- 
¢ prise in the final draft of the “New Deal” pro- 
gram for the revision and extension of the national 
food and drug laws. But, thanks be, it bids fair to 
prove a pleasant surprise in the estimation of the 
majority of responsible packagers. The eleventh-hour 
innovation is part of Objective No. 7 in the Adminis- 
tration program. By and large, this objective seeks to 
bring about the disclosure of more information, helpful 
to purchasers, on food and drug labels. The finishing 
touch, of which there had been no hints in advance, 
makes it compulsory for every package of food, drugs, 
or cosmetics to bear a label containing the name and 
place of business of the manufacturer, packer, seller 
or distributor. 

Most of the contacts for the cause of modern pack- 
aging to be expected in the comprehensive bill, which 
will be ready for Congress at its next session, have 
already been forecast in this correspondence. For ex- 
ample, the plan to outlaw deceptive packages and slack- 
filled containers. Or that, yet more recent, ambition 
to require the same standards of truth in collateral ad- 
vertising that have, for some time past, been exacted 
in package copy and label statements. Quite distinct 
from these innovations, although put forward to the 
same end, is the sign-the-package demand which is 
called for in Paragraph “b” of Section 6 of the tenta- 
tive draft of the new bill which has been approved by 
the U. S. Department of Justice. 

The urge for this unheralded addition to the Federal 
food and drug code came not so much from official 
quarters as from the forces of trade. During a series 
of confidential hearings which were held with represen- 
tatives of the industries prior to the shaping of the 
bill the suggestion was made by various business execu- 
tives and by spokesmen for trade associations that the 
name and address of the manufacturer or distributor 
be required on every food, drug or cosmetic, on pain 
of seizure for “misbranding.” In compliance with 
that sentiment behold the new formula of package iden- 
tification which, when approved by the national legis- 


lature, should put an end to “orphan” and anonymous 


packages. 


f[) ACKAGERS who welcome the prospect of obli- 
"i gatory identification of packages do so in the faith 
that it will raise the standards of packaging practice 
and will, broadly, cultivate, on the part of the public 
greater confidence in package goods in general. The 
reformers point out that the present “pure food” and 
drugs law, while fairly effective in its prohibitions 
against label statements which are false and mislead- 
ing. has left much to be desired from the standpoint 
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«{ insuring to the purchaser clear and explicit informa- 
tion as to the character and quality of his purchases. 
Particularly damaging to the cultivation of good will 
has been the absence, in many instances, of any clues 
on the package whereby the consumer could fix re- 
sponsibility for a unit of merchandise. 

The logic which foresees an uplift in the ethics of 
packaging bases this faith on the present prevalence, 
among unsponsored or anonymous food and drug pack- 
ages, of an undue proportion of goods of questionable 
quality. The reasoning runs that if the name and lo- 
cation of the responsible individual or firm were re- 
quired on every label, and liability thus openly in- 
curred, strong pressure would be exerted for the pack- 
ing of merchandise that would keep faith on its in- 
tegrity. Unquestionably the presence on each package 
of the name of the producer or supplier will tend to 
make the public more than ever package-conscious. 

Best of all the promises made by the institution of 
enforced package-signature is the vision of better pro- 
tection for distinctive recognizable, trade-mark pack- 
ages. It is a foregone conclusion that if every imita- 
tor or simulator has to come into the open and confess 
his maneuvers, a powerful deterrent will be invoked 
against trade mark infringement and copying of pack- 
age dress. As matters stand today a package design 
poacher gains time by the secretiveness which neces- 
sitates more or less research ere responsibility can be 
fixed, much less redress secured for the intrusion of 
“shadow” packages that ape brands and mimic general 
appearances but preserve discreet silence as to origin 
and ownership. 

By the same token it follows that the contemplated 
demand: “Name, please on the dotted line” will help 
all packagers in good standing by placing consumers 
on notice regarding package-sources and, consequently, 
on guard against deceptive, substitute and counterfeit 
packages. The theory is that so long as a consumer 
identifies packages in purchasing, solely by brand name, 
color or get-up he is fair game for any interloping 
package that has a confusable general resemblance to 
the original. If, however, the genuine package bears 
the nameplate of the marketer, and every tricky sub- 
stitute is compelled to sail under a different surname or 
corporate name, a warning signal is thereby raised to 
keep the shopper on the right track. 


RANKLY, there is little or no warrant for the 
— alarm which is being sounded to the effect that 
iame-on-package legislation would cramp the style of 
private brand merchandising. Oh, to be sure, the pros- 
pective new strictures in the law may chill the en- 
thusiasm of a few wholesalers or retailers who, for 
competitive purposes, desire the aid of private brands 
but who may not relish a summons to step forward and 
openly take the role of godfather. But, these excep- 
tions aside, there is nothing in the new program to 
affect the present trend to proxy branding. 





FRICTION TIN SLIP TOP REVOLVING ALUMINUM 
PLUG TOP DRY DRUG PACKERS SIFTER TOP POURING SPOUT 


UTILITY CONTAINERS 
BY CROSS 


Our line covers every need for 
cylindrical fibre, paper and 
composite packages. 


We shall be glad to consult 
with you on your packaging 
problems. 


GROSS PAPER PRODUCTS 
GORPORATION 


FLUSH COVERED CROSS PILFER DREDGE Liiagetovoepstiv tcl dist 
PAPER BOX PROOF MAILERS WHEEL TYPE NEW YORK, N. Y. 


iN COLORS 





Transparent 
or Opadue... 


The many rich, pleasing colors in which 
Lusteroid Containers are available make it 
easy for you to choose a distinctive color 
for package identification purposes as well 
as for more effective display. 








Besides the appeal of color, Lusteroid 
Containers have many other special advan- 
tages — strength—durability—lightness_ in 
weight (only one-fifth that of glass) and 
economy. 





Tell us about your product and let us suggest several suitable con- 
tainers. Samples gladly sent on request. 


LUSTEROID CONTAINER COMPANY, Inc. 


formerly Lusteroid Division of The Sillcocks-Miller Co. 
10 PARKER AVE., WEST SOUTH ORANGE, N. J. 
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Apparently, the fright, where there is any, has been 
occasioned by a belief that the present proposition is a 
revival of the packers-name-on-label bill which was in- 
troduced in the House of Representatives some years 
ago and which died of neglect. In reality there is a 
wide difference between the two versions. The packers- 
name-on-label measure, which was inspired by small 
canners on the Pacific Coast who coveted their share 
of package publicity, proposed to require the presence 
on the package of the name of the actual packer or pro- 
ducer as well as the name of the jobber or other dis- 
tributor, if the latter was featured. The Tugwell- 
Campbell draft, which will be submitted to Congress 
next winter, does not undertake to play any favorites 
among the several parties who are in association in pro- 
duction and marketing or jointly responsible for a pack- 
age. All that would be required of a private-brand 
package would be a one-name endorsement. The en- 
dorser might be the manufacturer or producer. Or, 
equally well, may be the sales agent, broker, distributor 
or merchant. Uncle Sam does not care which one of 
the several successive sponsors of a package pro- 
claims responsibility for the package, so long as one 
dependable interest publicly announces that it stands 
behind the item. On the other hand the Government 
will have no objection if both producer and marketer 
post themselves as teammates in trusteeship of a private- 
brand package. 


HE latest developments in package showmanship 
7 goto prove anew how much the whole packaging 
community owes to the folding-carton branch of the 
industry for its cultivation of the folding and knock- 
down technique. Utilization of the principle of con- 
version or expansion on scored lines is, indeed, respon- 
sible, more than any other one factor, for the versatility 
of the present generation of package holders and dis- 
play containers. Both in the case of the self-selling 
display carton and the individual unit-package. the 
panels, “wings,” flaps and cut-outs are doing yeoman 
service for the cause of package identification and dis- 
play by allowing more conspicuous “postering” than 
would normally be expected in a package of given size 
and dimension. 

Parallel to the development already mentioned, is 
marching the collapsible-for-shipping display container 
which is wholly dependent upen the “shipped flat” for- 
mula for its economies. This alternative method is 
coming extensively into favor for merchandise which is 
too fragile or is otherwise unsuited to shipment in the 
conventional convertible display container. The goods 
travel to destination in a shipping case-and are quickly 
transferred for self-selling and self-service display to 
the knock-down “grand stand” which has arrived sim- 
ultaneously and which is unlimbered in a few seconds 
by allowing the front to drop down, locking the easel, 
and similar operations. A variation of this special 
fold-up display adjunct has a storage compartment in 
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the rear. This allows a demonstrational display via a 
front line of visible merchandise whereas, behind the 
screen of an upright flap, is a compartment with a 
liftable lid where there is stowed a replacement re- 
serve of the consumer units for quick supply. 





For retail sales of gift-tying ribbons, Freydberg 
Brothers, Inc., makes use of this compelling coun- 
ter display which offers, at a glance, a pleasing 
selection of colors and designs. Dennison Manu- 
facturing Company made the display 


OPPORTUNITIES FOR PACKAGE REDESIGN 


(Continued from page 31) Design is, after all is said 
and done, a means of securing a result. It can usually 
find many ways of achieving its end. The important 
thing is not the sketch but the thinking behind it. The 
opportunity in bread and cake packages is to put de- 
sign to work selling fresh quality food to women. 
Every self-respecting package should have its own char- 
acter. If it is merely one of a crowd, if it does not 
give the product and the brand individuality in the cus- 
tomer’s mind, it is not good enough to be run on thou- 
sands and hundreds of thousands of packages. It is a 
salesman without personality; an ad that is not read; 
a display that is not seen. 

Whether any design is a good design or a poor one 
is not a question of whether it delights the personnel 
within the bakery. It does its work, not in the factory, 
but outside in the stores and in the home. It must click 
with the housewife. Design is a professional matter, 
certainly, but it is consumer-minded, not factory-minded. 
It must be absolutely practical as far as materials, costs 
and machines are concerned, but that has nothing to 
do with its effectiveness in selling merchandise. 












PE OES 


sine lea 
ai 


New York: 820 Greenwich St. 
Chicago: 1940 Carroll Ave. 





Steve Brodie 
had the 
VV rong Ldea— 


(He Always Took a Chance!) 


PacKAGERS once had 


this attitude toward gluing Cellophane, 


Sylphrap, Kodapak, Protectoid and 
Transpara. 

But not today. MIKAH Glues have 
made costly experimenting unnecessary. 
They stick these tissues easily — and 
permanently! 

America’s leading packagers are tak- 
ing no chances! To meet their thou- 
sands of re-orders, we had to expand our 
production facilities—with a brand-new 
building! 


NATIONAL 
ADHESIVES 


CORPORATION 


San Francisco: 883 Bryant St. 


—and other principal cities 


WORLD’S LARGEST PRODUCER OF ADHESIVES 















MOLDED CONTAINERS offer wonderful sales-building advan- 
tages for packaging cosmetics, confections, food products, 
jewelry, novelties, etc. They are light, strong, clean and sani- 
tary. Their rich, warm colors have instant eye-appeal and 
invite favorable attention to the product enclosed. The use of 
a well designed molded container may prove of assistance to you 
in increasing the sale of your product. 

Our merchandising, design and engineering departments will 
cooperate with you on your packaging problems, upon request. 


CHICAGO MOLDED PRODUCTS CORP. 


2142 WALNUT STREET CHICAGO, ILL. 





Philadelphia: 1305 Germantown Ave. 











“FILMA-SEAL" 


(the double seal of cap and film) 






Used on Many Nationally Known Products 


TO PREVENT 
Evaporation - Leakage - Tampering 
We insert ‘Filma-Seal” in our Contin- 
uous Thread Caps. It is automatically 
transferred to the top of the Glass 
or Tin container when cap is applied. 


No additional labor cost 
No decrease in output 


FERDINAND GUTMANN & CO. 


Established 1890 
39th Street at Second Ave., Brooklyn, N. Y 


Trade Marks Reg.—Patents Pending 


JULY, 1933 





















THE MORAL OF THE 
FLY PAPER 


Sticky fly paper does not “have” a 
moral—it is a moral. The fly is drawn 
to it by the suggestion of something for 
nothing, and is stuck until his wings 
become numb and useless and he dies. 
This moral is applicable to any busi- 
ness where the prospect of getting ma- 
terials for less than the market price 
lures the buyer. Invariably he is 
“stuck” and such purchases result in 
serious financial loss. Guaranteed 
quality products are well worth their 
price. Back of every pound of Star 
case sealing, labeling, stripping and 
non-warp glues is the Bingham guaran- 
tee of quality, well-known to the print- 





er, binder and box manufacturer since 


1849. 


BINGHAM BROTHERS 


COMPANY 


(Founded 1849) 


All Kinds of Rollers and Adhesives 
406 PEARL ST. 


ROCHESTER, N. Y. 
980 Hudson Ave. 521 Cherry St. 


BALTIMORE, MD. 
131 Colvin St. 





NEW YORK 
PHILADELPHIA, PA. 
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Two standard products of Cross & Blackwell’s—An- 

chovy Paste and Bleater Paste—now make their appear- 

ance on the market in collapsible tubes which carry the 

same design—one which is indicative of the source of 
the product—but in different colors. 


The Anchovy tube is in two shades of blue with a blue 
molded cap, while the Bloater tube is buff swith brown 
lettering and a brown molded cap. To accentuate the 
“wave” lines in each case, a silver ink is used. Both 
are manufactured by the Peerless Tube Company 


* 


The Yale & Towne Manufacturing Company insist that 
their highly polished door knobs and escutcheons reach 
the home owner in their original high-lustre state 


Each unit is wrapped in Kimpak Crepe Wadding—a 
soft, resilient wood fibre product that does not scratch 
or mar the fine finish of these products 









































CELLOPHANE COMBINING THAT IS 


OPPORTUNITY 





A splendid opportunity awaits a 
man familiar with cellophane printing 
both in sheets and rolls. We would 


A Major Advantage in Operating the 


F tical + the feld of WALDRON Cellophane 
pre era prac ic man in e COMBINING MACHINE 


printing and manufacturing of cello- None of the unsightly lines, wrinkles and ridges that 


characterize faulty methods of combining cellophane 
with paper, board, cloth or other materials. The 
Waldron Combining Machine spreads the adhesive in 
a smooth sheet—there are no adhesive ridges. This 
is but one of the many features that recommend this 
Waldron Machine for combining operations in lead- 
ing plants. Write for detailed information. 


BOX “—™ 
Equally Efficient With Cold Adhesives, 


c/o MODERN PACKAGING Hot Melts or Lacquer Adhesives 
425 Fourth Ave., New York JOHN WALDRON CORP. 


Main Office and Works: 
NEW BRUNSWICK, N. J. 
NEW YORK PORTLAND, ORE. 


phane bags as well. For further par- 


ticulars communicate with: 




















CHICAGO 
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| BOSS 


(the double seal of cap and film) 


ue 
en 


he Airtight e e ® 
vi Leakproof . . 
Tamperproof. 


A transparent film sealed 
to top of container 
Plus our continuous 
thread screw cap 
hat Film must be removed 
rch to reach contents 
Used with standard 
C. T. bottles and jars 


Automatic application... 


—a ; 
no decrease in output 


tch 
Adapted to large scale 


production 


One of our films will 
serve your purpose 


FERDINAND GUTMANN & CO. 
Bush Terminal No. 19 + Brooklyn, N.Y. 


SANISEAL METAL MILK CAPS... DISTILLED WATER CAPS WHEELING STAMPING COMPANY 


fal Yon 1 ee). 45 : 
CONTINUOUS THREAD CAPS .. . SPECIAL PURPOSE CAPS Factory: Wheeling, W. Va. | Representative: Geo. K. Diller 
B. E. Stover, Sales Manager 90 W. B way, New York 
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Pat CA DELP EA PENNA. 
== BROAD STREET AT WOOD=—— 


Gi nrnounces 


that all rooms with baths except corner 
rooms, are priced at Two Dollars per day 
for each person occupying a room. Indoor 
parking space is available at twenty-five 
cents per night. The BROADWOOD HOTEL, 


RROADWOOD HOTEL 






























The Bismarck Hotel is in te heart of Chicago... 



















next door to theatres, Cope and office build- | containing every convenience and device 
Wal, we ane a - tl for health, recreation and comfort (in- 

e Walnut Room, e . = : . 
are delightfully scendiad r SS aun mo ne cluding Swimming Pool and Turkish 
and comfortable, with wide beds, silent mail si vate Baths) to be found in any fine Hotel, 
“and circulating ice-water. Club House, Gymnasium or Convention 





Wee for —_ car garaged at sensible sen | 
yay ee eguide ree on 50 up. 


F. 
‘air Grounds, Without ba th, $2.5 
HOTEL has accommodations for seven 


| 
BISMARCK HOTEL | thousand persons. 

OTTO K.EITEL RANDOLPH 

anise CHICAGO Hiatt | HORACE M. DOMDINS 


Hall, extends to you a cordial greeting 
and hopes your visit to Philadelphia 
will be agreeable. The BROADWOOD 




























ON MY WAY TO. 
pan NEW YORK AND 
ee THE PICCADILLY 


ques 


. best hotel | know! 
SD 
Near everything, just 
200 feet from Broad- | | 
way. Modern, hospit- | 
able, and comfortable. | 
Like the Manager, | | 


| 
like the rates —$2.50 | 
single, $3.50 double, | | 
for a room with bath! 












WITH 3 FINE MEALS d 


‘MADISON 


$3250 WEEKLY 


“JEFFERSON 


pro's30 WEEKLY 


‘MONTICELLO 


po"s20 WEEKLY 


OWNERSHIP MANAGEMENT 
FOR BOOKLETS & INFORMATION 














THE HOTEL - | 


PICCADILLYT! 


45th St. +» W. of Broadway * New York 
WILLIAM MADLUNG, 


Mog. Dir. 
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ATLANTIC CITY, 
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ROBERT GAYLORD, INC. 








GENERAL OFFICES~*~ SAINT LOUIS 


PRINTERS’ AND ADVERTISERS TIME AND MONEY SAVING UNIFIED SEI SERVICE 


PHONE 1: "BArciay 7 7- 4070 
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Eversweet Jars are 
molded of Resinox 
—ivory for the top 
—sapphire blue for 
the bottom—select- 
ed by us, after care- 
ful research, for its 
superior qualities, 
resistance to water 
—lack of odor and 
permanence of color. 







































Over 300% 
Increase 
In Sales 
For 


Eversweet 












Cream 






Deodorant 




































Trade Mark Reg. 
Established 1891 















HE new molded 4B jars for Eversweet 

Cream Deodorant, prove conclusively the 
value of €B containers in increasing sales. 
Stimulated sales is only one justification for 
redesigning your container in plastics. We did 
this for Eversweet, we can do the same for you. 
May we have our design - engineer call? Just 
‘phone or write. No obligation, of course. 


TECH-ART PLASTICS COMPANY 


Successors to Boonton Rubber Mfg. Co. 
BOONTON, NEW JERSEY 


New York Sales Office: —369 Lexington Ave. 
CAledonia 5-1840 
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LEAD TUBES 
CAN REFLECT 


ARTISTIC 
WORKMANSHIP 


You can tell from a glance at a package what the product is like. And that’s the 
way most people do tell—by glancing at the package and forming a first impression. 


Never before has the appearance of the package been so vital a factor——but with sv 
many competing packages, it is necessary to make every glance count. 

The Everett & Barron Company realize the full significance of expressive packages 
and the manufacture of these tubes by us represents the ultimate in quality. 


However complicated or simple the problem you may have, the Peerless Tube Com- 
pany stand ready and willing to assist you in the design and quality production in colorful 
tubes, or to reproduce your current tube in the highest quality workmanship. 


Write us today for a sample of this interesting tube of silver and blue. 


PEERLESS TUBES PRESERVE AND OUTLAST THEIR CONTENTS 
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A NEW i RE | STAND 


that stands-up and speaks-out 


“TIME OUT FOR 


HO or when or where or what 
started the old American cus- 

tom of chewing gum we don’t 
much know or care. But we do 
know this: from the moment a 
dealer places his Teaberry wares 
on the counter, in this new Durez 
stand, sales start on the up-and-up! 
The reason’s simple, as any good 
merchandising man will point out. 
People buy what people see! Hide 
your product under the counter, 
tuck it back on the self, and 


customers just don’t care. But put 
what you sell where people can see 
it, arrange it neatly, make it easy 
to look at, easy to pick up, and the 
sale is part sold! That’s the funda- 
mental psychology back of all Du- 
rez display stands. (Notice the 
neat trick, here, of making a coin 
box part of the tray!) 

This modern, up-to-the-minute 
stand, and many another, is doing 
a job of selling that other manufac- 
turers may well envy. Durez stands 


\\ 


are colorful. You can obtain a va- 
riety of effects that even an Art 
Director will like. They take any 
size or shape you decide upon. 
Name, trade-mark, slogan and seal 
can be molded in clearly, distinctly. 
Durez closures, as well as Durez 
packages, are known wherever 
drugs and pharmaceuticals are sold. 
Literally millions of these caps go 
into the stores of the nation within 
a year. Light, tough, they screw 
down on the bottle tightly, do not 
bind, release instantly. Leak- 
age is prevented. Resistant to 
acids, moisture and perspira- 
tion, Durez closures are not 
affected under normal condi- 
tions by the contents of any 
container. And they stay clean. 
Wherever your market, 
whatever you sell, investigate 
Durez. General Plastics, Inc., 
Walck Road, N. Tona- 
wanda, N. Y. Also New York, 
Chicago, San Francisco, Los 
Angeles. 


When three are on and two are 

out and the weakest man in the 
line-up surprises himself and every- 
body else by arching a high one far, 
far, far out over center's head—"'Time 
out for Teaberry!” 

When the day's boiling, so hot you 
have to jump up and down to keep 
{rom sizzling on the pavement, and 
your mouth is musty and dry and 
nothing tastes good—‘'Time out for 
Teaberry!” 

When you're fagged and dizzy from 
a long day’s grind, and the lights and 
the air and the noise are hurting your 
head—‘“'Time out for Teaberry!” 


DURE 


! S. Pat. Off 


The Modern Molding Compound 











Containers and closures de 
signed by Colgate. Closures 
molded by Armstrong Cork 
& Insulation Co 
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Much of the effectiveness of the two Colgate containers shown above is due to 
the attractive, colorful Plaskon closures with which they are sealed. 

Plaskon is obtainable in a wide range of rich colors as well as soft pastel shades, 
and black and white. It is fadeless, tasteless, odorless; acid- water- and grease- 
resisting; unusually strong and durable. 

Specify PLASKON for your molded containers, closures, display stands, and 
other devices. Your molder will gladly show you samples and give you any 
additional information that you may desire. The services of our technical and 
designing stafts are also at your disposal. 


TOLEDO SYNTHETIC PRODUCTS, INC. 
TOLEDO, OHIO 








